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tosuccess in the 
business world 


is liberal adver- 
tising in the 





right paper. 





CIRCULATION 195,000. 
—— 


In PHILADELPHIA 


all advertisers use 


Ohe Record 


because they know 
it to be the best for opening up 
new channels of trade. 
WINNER OF THE THIRD SUGAR BOWL. 
THE RECORD’S circulation books 


are also ‘* wide open.”’ 
a GET OUR NEW CARD FOR CHANGE IN RATES. 
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We'll leave it to you. 


Just consider for a moment. Isn't 
it a fact that you read the ads in 
the street cars? Don’t you glance 
at them almost involuntarily at 
first, and then read them over? 

Just consider that every Tom, 
Dick and Harry in town, and also 
their wives and children, do the 
same thing every day in the year. 

If these statements strike you 
as being truthful, 


it a fact 


That Street Car Advertising offers 


an exceptional opportunity for prof- 
itable publicity? Your goods are 
bound to be known to a large 
majority of the purchasing class. 
Write us and we'll tell you what we know about this subject. 


It may mean a big increase in your business, and at any rate won’t 
cost anything for the information. 


GEORGE KISSAM & COMPANY, 


The largest lessees of Street Car Advertising space in the world 


253 BROADWAY, NEW YORK. 


14 BRANCH OFFICES, 


Written by HENRY F. WELLS, Boston, Mass 
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A JOURN 


VoL. XXXI. NEW YORK, 


THE UNTOLD SIDE OF AD- 
VERTISING. 
The Squid is the name of a 


bright journal devoted to advertis- 
ing published monthly at Pathfind- 
er, D. C., for one dollar a year. In 
latest issue there is an article 
entitled “The Untold Side of Ad- 
vertising,”” which will stand repro- 
duction here: 

\dvertising does not pay. 
know this—-among ourselves 

one who has to look to the 


its 


We all 
Certainly 
advertis- 


business in any shape for his bread 
butter is going to make this admis 
s to the outside public. 





There are 26,000 periodicals in this 
ntry and they all keep harping in one 
or another on the beauties of adver 
ng Besides this there are several 
sand advertising agents and 
se business it is to persistently an 


barkers 


c 
V 
t 
t 
V 
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c 
t 
v 
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to the credulous crowd how they 
double their money indefinitely if 
‘ will only walk inside, or in other 
rds advertise. None of them believe 
hat they say. If they did they would 
advertise more themselves Very few 
newspapers or barkers for “publicity” 
€ r advertise unless they can do it for 
I ing. They will not take their own 
medicine, and who can blame them. 
They all know it is an illusion they are 
cracking up, and they would appear 
foolish among themselves if they pre 
tended to believe it rea 
Advertising is a lottery: there are a 
fe nice prizes, but the great raft of 
investors lose their money. Like the 
ins nee and building-and-loan schemes, 
advertising lives on lapses If it were 
n for the greenies there would be 
nothing in the business Sut by dint 
of the constant dinging away of the 26, 
000 newspapers and the rest of the pull 
ers-in the superstition is kept alive -that 
any man can make a fortune if he will 
only sacrifice a few dollars or thousands 
of dollars on the altar of the god of 
Publicity. New victims constantly ap 
pear, spend all their money and retire 
from sight to nurse their experience 
At Monte Carlo after a fellow has lost 
all his money they give him a free rail 
road ticket to Copenhagen or Budapest 
The general public never hears from the 
poor devils that have gone bankrupt try 
ing develop a bonanza by advertising 
instead of by digging They are sup 
pre d, for which one of the 26,000 
newspapers is going to let the cat out 
of the bag? 
Yes, you will point to Ouaker Oats 
and Sapolio and Ivory Soap and Wan 


Johnamaker and a few others as monu- 


YAL FOR ADVER 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y¥., 


TISERS 
PosT-OFFICE, JUNE 29, 1883. 


JUNE 20, Igoo. No. 12, 
mental proofs that advertising pays. But 
they are rare exceptions; they are the 
capital prizes, and the other 999 out of 
the 1,000 are blanks. If you don’t be 
lieve this consult a magazine file of a 
few years ago. You will recognize hard 
ly a dozen advertisers. The rest have 
failed. Any one who has kept a list 
of current advertisers knows that it 
changes like a hotel register, Very few 


stick; it costs too much. 

There is just about so much money to 
be spent. You get tired of the chaff 
in Quaker Oats and if you see an ad 
of Cream of Wheat you will try the 
new thing. You can’t be expected to 
double up on your consumption of break 
fast food, and if the Quaker people want 
to get you back again they must spend 
some more money. And so it goes. You 
have to advertise because the other fel 
low does; that’s the only reason. It’s like 
the universal armament in Europe. None 
of the nations need much of an army or 
1avy, but they have to have them be 
cause their enemies have them And all 
will keep on squandering their money on 





this sort of thing until a general col 
lapse comes. 

And still our advice to advertisers is 
to go it while the craze lasts. Only don’t 
do any advertising just on general prin 
ciples — i gine that because a big 
concern with millions behind it can pay 
$3,000 for the back cover page of the 
Ladies’ Home Journal you can pay $70 
an inch in the same paper and get your 
money back. Magazine advertising is 
purely a luxury, and you can’t afford to 
indulge yourself in it until your fortune 
is already made. Try the more modest 
mediums, don’t be afraid to test a new 
medium, and then govern yourself by the 
results of your test and not by the s¢ 
ductive words of the professional puller 
in The Squid recently made the sugges 
tion that the census office get up sta 
tistics showing how much money is spent 
in this country for advertising and what 
the profit is, if any. But the big dailies 
made such a howl about it that now the 
thing is not going to be done, it seems 
They didn’t want the public to find out 
what a hoax daily newspaper advertis 
ing is. 


The rather clever 


there is noth 


foregoing is 
writing, but after all, 
ing in it. The great majority of 
those who are in business fail to 
make a success of it. and probably 
the percent: ge would hold good in 
advertising. But that this is so is 
the fault neither of business nor of 


advertising: it is due to the lack 
of ability of those engaging in 
them. That the old advertisers 
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should be constantly dropping out display or size of pages. Printers’ Ini 
and ' ele AS thes to take the Nestor of advertising periodicals, h 
and new <¢ ne Ss appearing Oo ake pages that are smaller than those of 77) 
their places is a law of nature, and Weekly, it excludes colored inserts ar 
does not prove anything. The fact gaudy announcements, and the price 
‘ + meee ate on anes i a page in one issue, $100, is not consi 
that the new ones are so anxious tO G.eq excessive. Call. to’ mind all 
step in proves that the old ones leading magazines, including your fa 
must have made a fair success. It > Are s not the exact size of 
: i alr eckly? lis convenient form 
¢ So y > yerseverz > ‘ ) " 
take good judgm« nt, perseverance, from detracting from the advertis 
knowledge of one’s kind and capac- worth of a publication, greatly enhar 
ity for hard work to succeed —and it. The paper of handy size is the pay 














how many possess them ? th ut the busy reader slips int 
’ pocket, takes home and masters w 
: ~— ae care at his leisure. Periodicals of bu 
IN TRADE PAPERS. proportions are thumbed in haste, tos 
The Clothiers md  Haberdashers’ aside and left to gather dust until t 
Weekly, of New York, s¢ s out a cir- are consigned to the waste basket 
cular which reads as follows: Many +> 
advertisers in the iolesale trade seem THE FREE LANCE ADWKILTER 
to estimate the value of a publication by Circumstances appear to indicate 
the size of its pages and the resources there is little room for the free lar 
of its type fonts. In buying goods these adwriter—-he who writes for every 
merchants always look to qualitv before who applies. There are hundreds of 
quantity, but for reasons inexplicable to writers, but perhaps over 99 per cent 
the observer, they do not apply this employed on salaries either by advert 
sensible and perfectly obvious business ing agents or by mercantile concer 






ers. Occasionally one finds an adwriter 


rule to buying space in trade p 
] ing tora numbe r ot merchants ina 


Hence the spectacle of manufacturer 
squandering money in mediums from but even in this tase it 1s usua 
which they derive 


because of some fanciful ac 








simply merchant to pay a snecified ; 
lvantage in week—really a form of salary 


t 
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cadmas 
)\GOLD MEDAL Flour 


Gives satisfaction from the 
moment you pay for it. 
You're pleased at its price. 
You like its looks. 
It opens up well, 
It feels good. 
It mixes well. 
It rises well. 
It bakes well. 
It eats well. 
But better than all—* 
it pays well. 
You not only get the best 
flour in the world, but 
you get.from 40 to 60 Ibs. 
of bread more to the 
barrel than you can from 












That’s worth looking into. 
Get a barrel and you'll agree 
that you never had such a 
barrel of satisfaction in all your 
flour experience. 
4 All grocers have it. 


L772 NNashburn-Crosby Co., 
Minneapolis, Minn. ~ ] 
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SOME 1860 ADVERTISE- 
MENTS. 


By Karl M. Sherman. 


There is some amusement, as 
well as instruction, to be had in 
the reading of the advertisements 
in a country newspaper of ante- 
bellum date. While it is true that 
everywhere styles change, the 
change is nowhere more marked 
than in the styles of advertising. 

There is before me as I write a 
copy of the Highland Democrat, 

tblished at Peekskill, N. Y., and 
. iring date, December 15, 1860. 
Peekskill, which is forty-two miles 
from New York, was then a thriv- 
ing village of about five 
thousand inhabitants. 

The paper contaims all 
the local news of the time 
(no enormous amoun:), 
a thanksgiving sermon 
delivered by a local divine 
containing much_histori- 
cal matter of value, and 
some strong’ editorials. 
But to us the advertisements are 
the interesting matter. There are 
89; divided into 44 local, 22 New 
York City, and 23 general. Even 
in that day the patent medicine 
ads were in great evidence, num- 
bering, in this paper, eighteen, and 
filling about five columns, or 
nearly half of the space given to 
advertisements. Some are as 
medern as if written to-day 

Humphrey’s Specific ad is prac 
tically one of the same ads now 
run by that company; their cut of 
boxes, of vials, a few introductory 
sentences and a list of the homeo- 
pathic remedies. It fills half a 
column. 

Henry C. Spaulding runs a 
straight column of reading notices 
—the following being an average 
specimen: 

A Real Blessing. 

Physician.—Well, Mrs. Jones, how is 
that headache? 

Mrs. Jones.—Gone! Doctor, all 
gone! the pill you sent cured me in 
just twenty minutes and I wish you 
would send more so that I can have 
them handy. 

Physician.—You can get them at any 
druggist’s. Call for Cephalic Pills, 1] 
find they never fail, and I recommend 
them in all cases of headache. 

Mrs. Jones.—I shall send for a box 
directly, and shall tell all my suffer 
ing friends, for they are a real bless- 
ing. 


g 
y 
y 
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Here is another: 


Twenty Mi Ltions oF Do.tiars SAVED. 
Mr. Spalding has sold two millions 
of bottles of his celebrated Prepared 
Glue and it is estimated that each bot 
tle saves at least ten dollars’ worth of 
broken furniture, thus making an ag 
gregate of twenty millions of dollars re 
claimed from total loss by this valuable 
invention. Having made his Glue a 
household word, he now proposes to 
do the world still greater service by 
curing all the aching heads with his 
Cephalic Pills, and if they are as good 
as Itis Glue, headaches will soon vanish 
like snow in July. 


Ayer’s Cathartic Pills fills two- 
thirds of another column, the ad 
being mostly testimonial letters. 

One of the most interesting of 
the local ads is this unassuming 





card, the annual cost of which 
would not now pay for a five 
minute conversation with the ad- 
vertiser. 

Another local that is somewhat 
of an oddity is this: 

Notice.—Letters will be written in 
the English language, for persons de 
sirous of communicé ating with others in 
any part of the world, by applying to 
the subscriber, 

_ EvuGene C. Mackinney. 
_Lockwood’s Boarding House, east 
side of Washington street, 2 doors from 
South street. 

The sensational style of adver- 
tisements is illustrated in that of 
Thos. R. Agnew, which will com- 
pare quite favorably with some 
that appear at the present day: 

THE STORE OF 
THOS. R. AGNEW, 


260 Greenwich street, cor. of Murray, 
N..¥. @ 


Ts Constantly 
THRONGED WITH CUSTOMERS, 
IS BECAUSE HE HAS 
The Largest Stock of Teas in the 
Che Largest Stock of Coffee in the 


The Largest Stock of Wine in the 


® 
_ 


-argest Stock of Flour in the 
The Largest Stock of Provisions in 


Because he keeps the best quality of 








6 


goods and because he sells lower than SOME HARPER HISTORY. 
any other house. Harper's M toe ean be 
se a Harp agazine wa egun in the 
Mr. AGNEW has an immense Cash niddle oe 
Camels oc 4 aa 1, earageiy 1 middle of 1850, and after six month 
Tay : aa gg sonny Y ‘the pcg trial of its chances with the public th 
aeeE tl ti ame Sevens ™ - magazine had a monthly cire oo ition 
c. vid ie ie more than 50,000 copies. At that tin 
: : ae : 
ountry Mercnants, | there was an average in each number of 
Hotel Proprietors, | | at le : 
Restaurant Proprietors mind Aagetse Rag. aul gesagt —~ cadets 
gt ie “» fashion plates, for the art of illustratic 
; lies 
nd other wh realises : in) large WaS in its infancy, and there were fe 
g rs. ) ase Z 4 . ~ ; 1 
anc others, Oo  Purraars . 5 artists in the field. Nor were there ar 
quantities, can effect a saving of from oe : 
_— great number of brilliant names on t! 
20 to 30 per cent, by purchasing at : : 
. roll of possible contributors. In Ne 
the popular low prices for which THE }3, 415, I Lonetetl nd Whitt : 
> g ( ong Oo ¢ . 
Canton TEA Warenouse has such a 0G. their | ws a ‘ i iT ier fh 
ade leir beg! s, 12 as st 
world-wide renown. Remember the : Arita: a eaeatentaneledae 
only dimly recognized, Emerson was ju 


number, being r nized 1H | 
1 . F bs g recogniz Bll i yrne s 
260 Greenwich St., cor. Murray St. : “ie a stig bi te 
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- seclusio oope P g ¢ 3 
Goods delivered free to all parts of eclusion. Cooper, Irving and Bry 
tics Cate: were the great names in the Middl 
hb 2 . States; while in the South, Timro 
: Simms, Paul Hamilton H: d Jol 
a ae ee ae aes imm wu 1 t ayne and | 
ne more clipping and then Esten Cooke were eminent. There we 


will close. It shows that the Graham's and the Knickerbocker 
funny man existed in the adver- competing magazines, and Putnam's ar 














a th antic soc ‘ iel 
tising department then as now. ‘¢,4* oe ee Ce eter See Ge 
The ad is not bad and probably oe 
it was read and attracted custom. A CAUSE OF FAILURE. 
** Central Park Skate Emporium.” wy advertising failures can 
WI ER FASHION FOR THE FEET. : —— to an unrestrained anxiety to 
Bests ; satya seh einainde oo much at the start. The consequer 
SKATES! SKATES! SKATES! is that large sums are otten seuander 
From 50 cents to 25 dollars. Skate in advertising without stopping to « 
3ags, Straps, Shinny Sticks, Books on sider that the capacity of the’ busine 


the Art, and in fact everything in_the will not warrant it. Some labor und: 
skating line (except ponds) in boundless the delusion that all that is necessary 


variety, and suited to all ages, sexes, money enough to do a quantity of 


tastes and purses. Also, the Patent vertising and the profits will spee 
Parlor Skate, an excellent thing for flow into the depleted exchequer. A 
learning how to skate. rule, the first money spent in advert 
CONOVER & WALKER, ing a specialty is sunk m4 a four 

474 Broadway (between Grand and ait Pe oe 1s no more to build w 
3roome Streets), New York. 4 = ost — ene loser goes ry his Ny 

: declaring that “it doesn’t pay I 

Out of town orders attended to care- enough; such advertising never pa 
fully; and should the articles not suit, There must be capital enough to « 
the money will be refunded, if they are tinue the good work, or possibilit 


returned before using. vanish like mist.—The Advertising 
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“- Protects Cows and Horses from torture of Flies. —* 
Ss Hiquid mixture of untold value. Absolutely harmless to " 
a manor beast. A thorough disinfectant and germicide 4 
r. destroying all bacterial germs thereby insuring health, ’ Basily and rapid- 


greater strength and vigor to the animals which with re. 


», lef from the pestering flies greatly increases the Jy applied with 


CHILDS’ 
peel : uN amount of milk and affords +. comfort to j ELECTRIC 
Ped ft nih SPRAYER. 
vy f , Convenient and practi- 
i> fa WZ Ss 1) .** calinevery particalar. 


Sold only in one gallon 
cans sealed with our KILFLY 
) label and signature. Beware of 
imitations. Ask your dealer or 
send $2.00 for gallon can KIL- 
Ff Yand electric SPRAYER s¢ 
curely packed and express paid 
to any point east of Missis- 
? sippi river, except in Maine. 


Phas. . Childs & Co, 


Sole Site, 
18 Lafayette Street, 
Utica, N. ¥. 











EYE-CATCHING, 








PRINTERS’ INK. 


a 








Write a Letter 


to your Minnesota agent asking about the 
standing, the prestige, the popularity, the 


circulation, the growth of the 


St. Paul Globe 


We'll gamble on the result—that you'll 





decide we've been telling you the truth, 
not only when we say you cannot cover 
Minnesota without the Gtose, but also 
that it’s the best business proposition in 
the Northwest. Let us tell you more 


about our daily life. 


Till QLOBE GOs 


ST. PAUL, MINN. 


EASTERN REPRESENTATIVE, WESTERN REPRESENTATIVE, 
CHAS. H. EDDY, WILLIAMS & LAWRENCE, 
1o SPRUCE ST., HARRY FRALICK, Megr., 
NEW YORK CITY. 87 WASHINGTON ST., 


CHICAGO, ILL. 
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SOME DU 6 4 S MALT WHIS- 
FACTS 


By Sam E. Whitmire. 


In the New York Herald of 
March 11, 1900, I found a five 
inch single-column display ad of 
the Duffy Malt Whisky Company, 
Rochester, N. Y., offering to send 
to any physician who would mail 
to them a copy of a prescription 
he had written prescribing Duffy's 
Pure Malt Whisky a full-size quart 
bottle of the goods, express 
charges prepaid. 1 clipped out the 
ad and handed it to a friend who 
is a physician. He had two pa 
tients to whom he was then pre 
scribing this whisky. He sent a 
copy of one of his prescriptions 
to Rochester and in about a week 
received the quart of whisky and 
by mail a polite letter which started 
off, “Dear Doctor,” and said: “It 
affords us great pleasure to send 
the bottle of whisky. We are very 
glad to know you have tested Duf 
fy’s Pure Malt Whisky and are 
convinced of its merits. Thank you 
very much for your prescription.” 

Recently I met a gentleman con 
nected with the Duffy Malt Whis- 
ky Company on a steamship com 
ing from Cuba, where he had been 
to arrange for the sale of his 
goods. He told me the little Her 
ald ad brought in about 300 r¢ 
sponses from physicians in all parts 
of the United States, Canada and 
Mexico. I questioned him as to 
the value of such advertising. 

“For our article,” said he, “I 
believe testimonial the most fore 
ible advertising. 

“We give the physician's pre 
scription in fac-simile of his own 
handwriting. Such testimonials 
fill sufferers with hope, and the 
doctors’ prescriptions as we pre 
sent them are calculated to inspire 
great confidence in the value of 
our whisky. No amount of gen 
eral talk or writing would be half 
so effective. In many cases our 
testimonials are accompanied by 
portraits. Especially is this the 
case when we find a very aged 
prominent person using or recom 
mending our goods. One of our 
most successful ads was ‘Hale and 
Hearty at 97,’ ten inches, across 
three columns, with a life-like pict 


ure of Mr. Jol 


204 Allen street, 
and a testimoniz 


glass a day of « 


him in his old age 


our ten inches 
umns—' Vigorot 
\ge,’ showing 
E. Elmer, of 52 


in W. Attridge, «i 
Rochester, N. ¥ 

il telling what o1 
uur whisky does for 
Then there 

across three col 
is at 118 Years « 
that Mr. Abrahai 
Tracy street, Utic: 


N. Y., the oldest man in the world 


uses Duffy's I 


ure Malt Whisky 


We also use an excellent |] kene 


of Mr. Elmer. 


We print test 


monials from ministers, officers of 


well-known di 
professional nu 
ficials, etec., a 
health and dru 
medical depart 


spensaries, famou 
rses, prominent of 
nd extracts fro 
g journals. In ot 
ment at Rochest 


we have on file 8,000 pt 


scriptions from 
of the world. 
fore the public 


Duffy's Annual, our four-pag 


newspaper, whi 


doctors in all part 
We put these bi 
principally throug 


ch has a circulati 


of 5,000,000 copies. This public 
tion tells what our whisky is, giv: 


directions for 
columns of vol 
covering every 
our whisky is 


using it, also | 
untary testimon 
disease for whi 
stated to be goor 


We are continually mailing o 
Annual to names received in 1 
sponse to our advertising, and with 


every package « 
send a copy in 


EXPENSIVE PI 
I have no pat 


if goods shi pped \ 
closed.’ 

o> 

ECE OF NONSENS 
lence with the the 


that advertising is ‘‘sin iply keeping 


name before the | 


do this results are 
is one of the mo 


nonsense that 


Bates 





lic,’” and that if 
id to come. 1 
st expensive piece 


be 





as ever passed curr 





THE “ADVISOR” 
ING AS A SUITABLE 
ANNOUNCEMENT 


SUGGESTS THE FORI 


DESIGN FOR A BARBERS 
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ABOUT TIN SIGNS. 

Lravid H. 

The business of manufacturing 

tin signs has been revolutionized 
within three or four years. 

It customary for people to 


Matthews. 


1s 





A SHELF SIGN OR 


speak of tin signs, but as a matter 
of fact, there are few tin signs 
made for advertisers now. The 
old-fashioned, cheap and common- 
place that were prodigally 
tacked upon fences and which are 


signs 


CHEW J g [0] oF) Sg 0) nrc mncs, 


9 


made. They have given way to 
large and handsome signs, or pict 
ures, which are displayed on the 
walls or as hangers, in stores and 


other commercial establishments. 
These are not make of tin, as a 
rule, but of steel, aluminum or 


** STRIPPER.”’ 

brass, and instead of bearing the 
dictatorial injunction to ‘Chew 
Jones’ Plug” or “Drink Brown’s 
Beer,” the advertisement is deli 
cately and unobtrusively  intro- 
duced by means of an attractive 


1s 





small in size and cheap in appear 
ance, were generally made of tin, 
but notwithstanding the fact that 
they were about the only thing in 
their class a few years ago, only 
4 comparatively few are now 


JM SIGN.” 


picture or design reproduced from 


an artistic painting, and finely 
lithographed in colors. 
The facts that follow were ob 


tained during an interview with 
Mr. S. Towle, Eastern manager 








10 


of the sign manufacturing concern 
of Chas. W. Shonk Company, Chi 


cago. Mr. Towle’s office 1s at 153 
Duane street, New York. 
About the cheapest and most 


common “tin signs’’—and this is 
about the best term to use, even if 
not exact—is the small shelf strip 
which tacked to the side of a 
shelf. usually measures one 


1s 


It 


inch in width by about thirteen in 
length, is printed in one color 
quantities 


and 


costs in about five 
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fifty cents to three dollars or more 
each, in quantities of course 

The real art of the signmak 
evidenced not by strippers or 


1S 


drums. He has more modern de 
vices, and the artograph made by 
the Shonk Company is a promi 
nent illustration. The artograph 
@ practically a painting litho 


graphed in many colors on el 
The steel is very thin, sometimes 
being not more than one-thirty 
secondth of an inch in thickness 





AN ‘‘ARTOGRAPH.” 
dollars a thousand. Similar This company has just turn 
“strippers’”” two inches wide cost out an order for Lemp’s Beer 
about eight dollars a thousand or lithographed in thirteen lors, 


nine dollars, if in two colors. 


The drum sign ‘is a common 
kind. Drum s‘gns_ are those 
which we see adorning the cor 
ners of buildings, three or four 
feet above the pavement. They 


are curved so as to conform to the 
corner, are from one to three feet 


square as a rule, and usually ad- 
vertise a certain cigar, beer or 
whisky. Drum signs cost from 


size fourteen by twenty incl Phe 
cost, including box and gilt frame 
was four dollars each. 


An order was under way 
certain brand of whisky. The siz 
was three by four feet, and it rep 
resented a pretty girl in a t 


graceful pose. The origin was 
painted from a model, the pose and 
entire picture was lifelike and 
pleasing, and when the rage 
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observer sees it behind a bar, he 
ll probably think it an original 


will 
painting. This order was for ten 


thousand and the cost is four 
dollars each. I noted with interest 
that the only “ad” in this pict- 


ure was that contained in the bot 
tle of whisky standing on the table 
by the girl’s couch, on which the 
trade-mark label of the whisky 
s conspicuous but not obtrusive. 
Signs like the one mentioned 
are taking the place of the 
chromo-lithograph  advertis 
nictures, of which steamship 
used so many, wherein a big 
steamship is represented with 
many diminutive smaller craft 
about her and the wind blowing 


above 


from all four quarters at once 
This modern sign or picture 
costs about half or two-thirds 
wh the chromo-lithograph cost 
There is no glass to break and it 


is more durable and attractive. 
There are many other kinds of 


signs, besides innumerable novel 
ties. A recent novelty is a waiter’s 
tray. These trays used to be de 
orated by means of decalcomania, 
and then varnished. They are 
now lithographed directly on the 
steel, aluminum or brass. They 
are round, square or oval. I saw 
a pretty tray of steel that would 
last a lifetime, twelve inches in 
diameter, lithographed in nine 
colors, that costs twenty-five cents 


each in quantities. 
The modern sign-picture re 
quires time, skill and expense to 
produce. Mr. Towle employs five 
artists in oil and water colors, and 


only living models are used for 
figure While I was in the office 
an artist started out on a hunt for 


a negro man for a model for a de- 


TO ADVERTISERS : 


The bona fide 


Il 


sign he was working up for a 
popular cigar that is being boomed 


customer is first shown a 
rough sketch, then the finished 
sketch is made and after it is O. 
K’d a model is secured and the 


painting is made from it. The 
painting is sent to the factory in 
Chicago, where it is transferred 


to the lithographic stones, which 
print one color at a time. The 
printing takes a long time, as after 
each printing, the picture, hanger, 
tray or whatever it is has to be 
baked twenty-four hours. When 


the printing is finished the article 
is varnished, baked again, rubbed 
down, and then the finishing var- 
nish is applied. 

Mr. Towle that a business 
like his was at its best when gen- 
eral advertising was good and that 
his best customers were those who 
used newspapers and magazines 
extensively, employing signs as an 
auxiliary 


said 
aid 


eal 
R ADVERTISING 


SUMMI 
Summer advertising should fit the 
weather. It hould, first of all, be 
seasonable, Articles which are pertinent 


to the season only should be given pub 
licity But, most important of all, the 
style should be clear and light. Summer 
ulvertisers should not crowd their adver 


tisements with small type. There should 
be a great deal of white space, and the 
hody type should be clear The head 
lines ought to be large and dark—in con 
trast to the other reading matter In 
hort, the whole thing should have a neat 

even cool—appearance, that will chime 
in with the weather ine reader should 
be able to take the whole thing in at a 
vlance. Under such conditions summer 
advertising is as successful as any other 

visor. 
pow - 

TueE user of little space is apt towaste 
more of his advertising appropriation 
than the one who uses too much. You 


can knock the persimmon with too long 
vole, but you can’t with too short a 
American Druggist. 





circulation of 


THE INDIANAPOLIS PRESS 


for the first five months of 1900, to May 


an average daily issue of 


31, WaS 3,913,947, OI 


os 
30,107 
No premium or inducement of any sort has been made to 


subscribe rs, other than the merit of the papel 
PERRY LUKENS, Jr., Eastern Representative, Tribune Bldg., New York. 
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SANTA FE ADVERTISING. 


The railroads are liberal adver- 


tisers. Among the great systems 
doing good advertising is the 
Santa Fe route. William H. 
Simpson, who is connected with 
that road’s advertising depart- 
ment, in response to a few ques- 
tions, said: 


‘Advertising is not an exact sci- 
ence, but is rapidly becoming so. 
You cannot always foretell what 
any medium will do for you, but 
you can strike an average. You 
can closely estimate what a list 
of wisely selected mediums will 
accomplish, if your ads are right. 

“We make all our advertising 
specific; that is, every announce- 
ment talks about something defin- 
ite. We do not simply advertise 
that the Santa Fe is the ‘shortest,’ 
the ‘quickest’ or the ‘best’; we talk 
about a special occasion, a person- 
ally conducted tour, or expatiate 
upon our excellent meal service. 
We use no ‘standing ads.’ 

“We are great believers in the 
unconscious or subconscious in- 
fluence of advertising. We try to 
keep the Santa Fe route in the 
mind of all the people, so that 
when they are ready to take a trip 
West they think of the Santa Fe 
without necessarily knowing why. 

“Our advertising may be divid- 
ed into four classes: magazine, 
newspaper, booklet and pictorial. 

“We probably are larger users 
of magazine space than any other 
railroad. We put good matter in 
it, and find that it pays. The mag- 
azines reach people who can afford 
to travel long distances. We be- 
lieve in using large space in the 
magazine; a whole page one time 
brings more results than a quarter 
page four times. 

“Of the newspapers we use the 
dailies in the large cities and the 
interior weeklies of general circu- 
lation—this aside from the coun- 
try papers, which we use in return 
for editorial transportation. In 
this connection I want to say that 
the country editor is not to be 
despised. We take good care 
him. He usually is a man who 
speaks with authority. 

“We use the agricultural press 
liberally. You may not think that 
farmers travel much, but they do; 


of 
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perhaps not so often as the city 
man, but once or twice a year the 
farmer goes some place. If he 
lives in the West he goes back 

the old home. If he lives in the 
East he goes out West to see how 
his sons and daughters, who ha 
moved West, are getting along 
If he has no son West he g 
West anyhow to see if it’s tru 
that Western farmers are mak 





72 


so much money. 
“Of course our advertising n 
these different mediums var 


We have different series of bo 

lets to meet different deman 

and one or more of these are men 
tioned in most of our ads. In the 
agricultural papers we have ady: 
tised our ‘Homeseekers’’ series 
quite extensively. This is a series 
descriptive of farm lands and th 
possibilities, and we know the se- 
ries has done much to induce im 
migration to Oklahoma and Texas. 


3 





A similar series called the ‘Health 
seekers’’ series describes the ho- 
tels, sanitariums and_ boarding 
houses at the many health resorts 
along the Santa Fe. For the 
pleasure seeker, the tourist, we 
issue booklets, finely illustrated, 
without too much railroad talk in 


our idea being to create an 


them, 

interest in California, Arizona, 
Colorado and New Mexico before 
we mention our road. We spare 
no expense in getting up these 
books, and issue them in editions 


of thousands. The scenery and 
the peoples along our route lend 
themselves readily to picturesque 
treatment and we make the most 
of our opportunities. That our 
booklets are popular is jase by 
the demand. ‘To California and 
Back,’ a book of 175 pages, writ 
ten by Assistent General Passenger 
Agent C. A. Higgins and illustrat 
ed by John T. McCutcheon, is in 
its one hundred and_ thirtieth 
thousand. Fifteen thousand copies 
of ‘Southern California’ have been 
distributed; 25,000 of ‘The Moki 
Snake Dance,’ 32,000 of ‘A Colo 
rado Summer.’ 

“While we do not use posters, 


excepting in California and Texas 


to mect local conditions, we do 
spend a great deal of money for 
pictures of scenery along the 
Santa Fe, getting the best that 
can be made. You will find in 
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ticket offices, in clubs and reading 
rooms all over the country large 
lithographic reproductions of Mo- 
ran’s painting, ‘The Grand Canon.’ 
Smaller pictures we frame in 
groups, and hang them where they 
will attract public attention. 
“We have distributed 15,000 
copies of an Aztec calendar, sell- 
ing the most of them at 25 cents 
the copy, which about covered the 
cost of printing and handling. We 
also issue a book of colored photo- 


graphs, which are sold on our 
trains at $1.50 the copy. Ten 
thousand have been issued.” 

“Do you key your ads?” asked 


the interviewer. 

“We did so for several seasons. 
Experience thus gained has taught 
us the relative value of various 
publications, and we now chiefly 
concern ourselves with the value 
of the ad rather than the value of 
the medium. We follow up inquir- 
ies to the extent of referring the 
names to our traveling passenger 
agents, who investigate the inquiry 
and with the local agents go after 
the prospective passengers. 

“In the end, it gets down to the 
personal equation: the road must 
have good service, polite attend- 
ants and give the public a run 
for its money or its advertising 
will produce only temporary bene- 
fit. I think that railroad adver- 
tising is becoming more dignified, 
more truthful and better every 
year. '—Agricultural Advertising. 

COST OF DISPATCHES. 

London newspapers are “pointing with 
pride’ to the enormous expense they 
were put to in the matter of war tele 
grams from South Africa. For example. 
the Morning Post paid $1,750 for one of 
Mr. Winston Churchill's telegrams not 
long since, and its friends chuckled ac 
cordingly. If the esteemed Post re 
gards this as a large bill for one tele 
gram, it would doubtless be staggered 
by the amounts paid by American news 
papers for dispatches from the front 
during the war with Spain. We have 
in mind one dispatch that cost the New 





York Herald $7,000, and there were 
several others received by other jour 
nals that were not much cheaper.—Nex 
York Commercial. 
+> 
TRUE ENOUGH. 

Nine men out of ten will tell you that 
women are the only people who read 
advertising—men do not, himself ex 
cepted.—White’s Sayings. 

os 
A coop advertisement in a poor med 


ium is likely to be better than a poor 
advertisement in a good medium. 
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“We inserted our first 
advertisement in THE 
SATURDAY EVENING POST 
for November, and were 


very much disappointed 


in not receiving a paying 
return. 


“We 


tisement repeated the first 


ordered the adver- 


week in December, and 


were again disappointed, 
to the 


had 


which we attributed 


fact that the medium 


no drawing powers for us. 


‘é At 


your suggestion we 


allowed you to write the 
advertisement, and it was 
inserted in January. 

“This advertisement has 
returned us the money in- 
vested in November, also 


the money invested in De- 


cember, and has paid for 


itself in January.” 


BANKERS’ SUPPLY COMPANY 


A. S. Rinco, Manager 


No mediim should ever 


be judged by single trials. 


THE SATURDAY EVENING 


Post has always paid well 


when rightly used. 
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-USHING A MASSAGE VI- 
BRATOR. 

By J. W. Schwarts. 

Mr. W. H. 


of the Utilitas 


Roystone, proprictor 
Manufactur.ng Co., 
of 7 West 14th street, New York, 
has an ingenious scheme whereby 
to make his advertising pay for 
itself. Said he 
“When I began to 


idvertise my 





Yankee Vibrator I determined to 
make simultaneous effort to ex- 
ploit a low-priced novelty in the 
ime advertisements I did this 
with a twofold object. I wished 
to make this novelty a vehicle to 
carry additional literature about 
the Vibrator and to make the nov- 
clty pay for the advertising of both 


the Vibrator and itself.’ 


‘And th's novelty 
“Is my Character Delineator, a 
chart based on ~ astrology, which 


gives a description of the character, 
both mental and physical, as shown 
by the date of birth. This was the 
tail of all my advertisements and 
at first I sent it on receipt of two 

1 stamps. The first few 
advertising experi 
wught me that my plan was 
feas‘ble. I did not sell many of 
h brators directly: but ther. 





months of 


my 


were endless calls for the Charac 
ter Delineator. And these resulted 
1 selling more of the Vibrators. 


dis 


proportion 


But on analyzing the replies I 
covered that a large 


came from mere curiosity-seekers, 
vho were inspired by a desire to 
get some fortune-telling ‘fake,’ or 


il charac 
couldn't 


mneth ng of a sensation; 
recognized that I 


them w 








insp ith a desire for the 
Vibrator So I raised the price of 
the ‘ter Delineator to five 
‘And what was the result?” 
“T did better even than before 
\nd I found, too, as I hoped, that 


this was helning to pay for my ad 
vertising This encouraged me to 


take the final step. I raised the 
pric of the Character Delineator 
to ten cents, threw in a card of 
Health Helps and a half-tone sheet 


| 
f 


of ‘fifty illustrative figures’ as a 
make-weig ind that ha | 
} ng ed 





now mn 
\nd ts it 

“Yes, Iam 

demand for 





INK, 


“What is your V ibrator any way, 

and how was it devised? 

“For twelve years I had been 
bued with a conviction that 

1 ‘ater curative ag 

than cusiiuiia I experimenteé 
dust fee ag a finally ev 
what I consider the best massag 
r devised. This cons 
of a chain running through a s 


sage $ 


device eve 


of 24 wooden balls, insulated 
rubber cushions. The cha‘ 
either of brass, which is very d 
ble, or steel, which gives a bi 
shape. The balls are white | 

\t either end of the chain 
handle. Applied to the body any 





”..THE MASSAGE VIBRATOR.. 


6000 VIBRATIONS PER MINUTE 











res PER caged in HEALTH; aspuces FAT To 
rauty MUSCLE 





$ 1 
» TRAINE 

with 2 £ SUFFERS AND CENT HANDLE, 

ARANTEED 1? MONTHS. WITH SLIGHT REraiRS 





LAST 1 
PRICE OR C O.D 


FETIMB, SENT PREPAID ON’ RECEIPT OF 
F DESIRED, 














Fifty Mlustrativ 
“Health Helps” to Long 
Character Delineator mailed for 10 cents. 


ve Figures, Male and Female; 
Life and the Univers: 








UTILITAS MFG. CO., 7 West 14th St., N.Y. 
where, it has triple action, 
ing, vibratory and compressi Its 


principle is s:‘mple—it brings the 
blood into proper circulation. But 


here, I don’t wish to wear 
eaders. All you want is my ad 
vertising story.” 

“How did you start its I 
tion? 

‘l first hired a window 
street, and gave continuous ¢ n 
trations. They attracted a great 
deal of attention, and sold a goodly 
number of the Vibrators [ 
am inclined think that tl 
riking thing they did wa tart 


the two competitors I now 
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‘Then I began the advertising 
proper. I took first in a 
German publication called Aunei/ 
latter. Im afraid it brought me 
no business. 


space 


But it certa‘nly was 
effective, for it induced the adver 
tising world—it seems to me in 
countless numbers—to pay me the 


compliment of a visit. My next two 
mediums proved vyery effective 
There were a local publica 
tion called Omega and the Chicago 
Suggestive Therapeutics. The lat 
ter gives me_= splendid returns 
These I followed up with a quarter 
or an eighth page—my usual space 
—in Werner's Magazine, Health 
Culture, Physical Culture, The 
Parisian, The Judge Quarterly, 
i 
: 


ones. 


Turf, Field and Farm, 


rPpression, 


Mi tetic and Hygienic Gazette 
Vedical Review of Reviews and 
Association Men of Chicago.” 


“Do you indulge in reading 


notices: 


“Oh, yes. Some I pay for, oth 
ers are free. Published simultane 
ously with the ad, I believe they 


are most effective. Even by them 
s I think them excellent.” 
“T see you use half-tones freely ?” 
“In my opinion, pictorial adver 
tising pays. You cannot be too 
graphic. I illustrate wherever and 
whe never possib le.” 
“Do you send out much supple 
mentary literature?” 
“No. I only have and only in 
one circular. It is my belief 
that if you flood your correspondent 
with literature, you often defeat 
your own end. You are apt to ap 
pall him, with the result of sending 


selve 





close 


all your stuff into the waste 
basket.’ 

“Have you tried newspapers, Mr. 
Royst tone 

“Very ‘limitedly. I advertised 
the Character Del‘neator in the 
New York Herald. The returns 
were fair. I also tried the Journal 
and the JlVorld for securing 
agents. Returns were only so-so, 


but that might have been my own 
fault fe or I did not keep it up long 
enough perhaps.” 

“Geograph cally. which have been 
your best markets?” 

“California decidedly. Perhaps 
this was because its equable climate 
permits people to use the Vibrator 
more freely, for disrob'ng in such 


a climate is not so much of a nui 


sance. On thinking it over, how 
ever, that may not be the reason 
for both Canada and Mexico have 


been splendid markets, too.” 


“What kind of a market has 
New York been?” 

“A very poor one. In my opin 
ion New York is so conservative 


that it is slow to adopt a new thing 
through advertising alone. But if 
you keep on advertising, New 
York will pay you in the end.” 


“Ts there a season in your arti 
cle ?”’ 

“No. Some people believe win 
ter should prove a good season, bx 
cause the blood is apt to be slug 
¢g sh on account of enforced indoor 
life, and a tendency to eat heavy 
food Sut I find that the sale of 
the Vibrator is about the same at 
all seasons.” 






STANLEY DAY’S VIEWS 

Hlow to succeed in advertising can 
never be found out except by expe 
rience. Many an advertiser has failed 
simply because he went into a business 
he knew nothing about Ag adver 
tising agent can, of course, render val 
uable assistance, but for the advertiser 
who is banking entirely upon another 
man’s brains, I see a most deplorable 
finish.— Advertisers’ Guide. 


—— 





AT THIS 


OxLfice 


New York, 


ADVER- 


10 Spruce Street, 
the Geo. P. RowE LI 
TISING AGENCY keeps on file 
the leading daily and weekly 
papers and 


monthly maga 


zines; is authorized to re- 


ceive and forward advertise- 
the rate 


ments at same 


demanded by the publishers, 


and is at all times ready to 
exhibit copies and quote 
prices. 
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ONE MAN'S VIEWS 


ADVERTISER OF “‘NEARSILK” 
SETS THEM FORTH. 


THE 


‘To get the best results, I be- 
lieve in concentrating advertising.” 
This rem: irk was addressed to a 
Printers’ INK man the other day 
in the course of a conversation 
about advertising. The speaker 
was Mr. T. H. Burton, of Bur- 
ton Brothers, 386 Broadway, New 


York, manufacturers of the ‘Nu- 
bian,” ‘“Lustral” and ‘Nearsilk 
dress linings. ‘By concentrating 


advertising, I mean keeping it in 
one channel,” continued Mr. Bur- 
ton. ‘Weigh the matter carefully 
and make up your mind what 
mediums will be best to place your 
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methods thoroughly,” replied Mr 
Burton. “When we commenced 
to advertise in 1894, we used all 
the leading magazines exclusivel 
Of these I wish to mention pa 

ticularly the Ladies’ Home Joi 

nal; we consider it leads all ot! 

magazines as an advertisin 
medium for our goods. We c 
tinued to advertise in these pul 
cations for three years, using 
lustrated advertisements as a 
rule. An attractive female figure, 
dressed in an up-to-date gown, 
showing a skirt lined with our 
goods, is our style. Many 
these advertisements we ran in 
colors, my theory being that a 
pretty and stylish woman attracts 


IQs 





INFORMATION ON 


DRESS LININGS. 


the eye, in an advertisement as 
well as elsewhere. 

“The reading matter 

| in our advertisements 

has always been short 


Just enough to set forth 


To enable our customers to have the | the points of merit of 
best linings, we carry in stuck the Nubian | OUT goods and ur 
Fast Black linings in all qualities of ype to replace iny 
S Percalines and Silesi W nae may prove unsatis 

atteens, ercalines and Silesias. © | factory. We always 
guarantee that any Nubian Fast Black | have this matter set up 


lining will not rub off on, 


or discolor the 


large enough so that it 
can be seen at a glance 





undergarments, and we will replace any a ago 
Rae . ae We usually use a full 
lining stamped on selvage Nubian Fast sa 
Black which does not give perfect satis page, Monge we have 
2? 8 P occasioné lly used half 
faction. ne 
7 aii | pages. 

For colored linings we recommend | “ “ffaye you ever used 
sarsilk ice 25e > Y i ‘ . ’ 
Nearsilk, price 25c, a yard. Nearsilk | the newspapers as a me 
comes in all fashionable shades, and is | jium, Mr. Burton?” the 

adapted alike for the lining ofa heavy | reporter asked. 

dress or a light evening gown “No, -not. directly.” 
. ; he answered Of 

advertisement before the trade you course we being manufactur 

want to reach. Then bend all ers, newspapers would not serve 


your efforts in that direction. If 
you decide to advertise in maga- 
zines, stick to them. If your 
judgment tells you that news- 
papers have a better chance to 
reach your consumer, stay with 
them. But don’t go about it in 
a half-hearted way, trying first one 
and then the other, and get dis- 
couraged without giving either a 
fair chance. We have followed 
this method, and to that fact we 
attribute our success. 

“What mediums have you 
.found brought you the best results, 
Mr. Burton?” asked the inter- 
viewer. 


“Up to date we have used two 


our purpose as well as the retailer. 
We furnish cuts for advertising 
purposes to our customers, with 
blank spaces left for the insertion 


of their name and business ad- 
dress. These advertisements are 
inserted in the local papers where 
our customer is located. They 
are not illustrated and _ contain 
simply an announcement, over the 
customer’s name, that he is hand- 


ling our goods, and that he recom- 


mends them, together with our 
guarantee to replace any goods 
bearing our trade-mark, which do 
not give entire satisfaction. This 
double guarantee from  manu- 
facturer and local dealer pires 
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confidence and has proven very 
successful. 

‘We have done no magazine ad- 
vertising during the past two 
years, with one exception, the 
Ladics’ Home Journal, which we 
believe to be of great value to us, 
so still run our advertisements in 
it. In 1897 we _ determined to 
make a radical change in our ad- 
vertising. We dropped maga- 
zines and went into street cars, 
which we still continue. We went 
into this field extensively, and have 
had our advertisements in every 
street car in this country. 

“Has this method brought as 
large returns as magazine adver- 
tising?” was the next question. 

“Yes,” continued my informant. 
“Our greatest success, ‘Nearsilk’ 
lining has been advertised in this 
way. ig 

“What kind of advertisements 
do you use in the street cars?” was 
as ske d. 

“Always the same one. We 
wanted to impress upon the mind 
of the public the word ‘Nearsilk,’ 
and the phrase ‘Looks like silk 
and wears better.’ I believe I can 
say without boasting that the ma- 
jority of people in the United 
States who ride in street cars are 
fami liar with that advertisement. 

“We are now considering the 
advisability of making another 
change in our advertising. We 
are thinking of stopping all our 
street car advertising on January 
first of next year. My reason is 
I think people traveling in street 
cars and reading the advertise- 


ments day after day, get so used 
to seeing the same wares adver- 
tised by the same firm that after 
a while they tire of it and the very 
familiarity of the advertisement 
makes it ineffectual. After a 
time, although they still see it, it 
makes no impression. But they 
will miss it if advertisement be re- 
moved. So why not leave it out 
for a while, then, like an old 
friend, whom they see every day, 
they will miss it when it is gone, 
and notice its return. There is 
one other method we have used 
I had forgotten. We have sent 
out millions of circulars, or rather 
booklets, gotten up in colors, and 
of attractive design, containing 
a short statement about our goods, 
with samples attached. These 
were sent direct to consumers, lists 
of names being furnished us by 
the trade. Some were sent to our 
customers for distribution. The 
latter had the dealer’s name print- 
ed upon them. It proved a suc- 
cessful advertising method.” 
—— +o 

THE PUBLIC PREFERENCE. 

There can be no doubt that if there 
should be published two newspapers con 
taining the same news matter, the same 
editorials and the same miscellany—one 
carrying the usual advertisements, the 
other without any—the former would 
acquire the field exclusively, and utterly 
run the latter out. Advertisements 
form a desirable feature of the news 
paper that goes into the household 
They are news—-news that is valuex d and 
searched for kson (Mich.) Patri 

—?o — 

Penecsuanes in advertising is a good 
thing so long as the advertiser does 
not persist in following the wrong 
methods. 





FOOT OF COMMON HOUSE FLY AND DISEASE GERMS, 









FOOT AS TAKEN FROM THE FLY.  O/SEARSE GERMS. FOOT AFTER BEING CLEANED. 
: RQ ‘ea P 
THE FR 5 hw | THE 
FOOT OF DISEASE 
THE FLY GERMS 
IS ARE 
MAGNIFIED MAGNIFIED 
506 250,000 


Olsease crams 





orecase GERMS. 


HOW TANGLEFOOT STICKY FLY PAPER ACTS. 


HE fly's foot sinks into the sticky material on the sheet of Tanglefoot and the germ it carries goe 
germs mak Weisher she Oy ses fw ua the germ, can ever escape 


the sticky material has coated over the entire fly and all the 











THE ADVERTISEMENT REPRODUCED ABOVE 


NOTE ranch’: ine y's took. they 





swith the foot. In a short time 





se0.0n0 times, Hf they were mag nly 





hey would hardly te vhibhe ont 


CERTAINLY IS NOT AT ALL PLEASANT. BUT 


EVERY ONE WILL CONCEDE THAT LT MAKES ITS POINT FORCIBL-—IN A MANNER TO 


STICK’? TO THE MIND, 
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THE DRUMMER OF 

The commercial traveler grew 
reminiscent as he watched the 
rings of smoke from his after-din- 
ner cigar. “No,” he remarked 
he settled himself in his huge arm- 
chi pir, “tr ig ing isn't what it used 

be. The of the ten-thou 
aa ‘commercial,’ who was an in 
timate friend of his customers, 
nd who knew the names of their 


as 


lays 





children and would stop to pat 
Harry or Dick on the head and 
ask how the little man was, or run 
up to the house with the propri 
etor for lunch before broach.ng 
business, is past. Competition and 
time have changed the whole as 
pect of purchasing and reduced it 





a coldblooded proposition, 
rice and the goods 


to 
where only the p 





are considered. In the old days 
the salesman from an established 
house was reasonably sure of his 
customers, and it was no uncom 
mon occurrence for them to hold 
an order for several weeks until 
he came around. The idea of buy 
ing from another house was never 
thought of, or the order mailed 


emergency.” 
mean that the 
tré iveler counts 


except in an 
“Then you 
sonal ty of the 
nothing to-day? 
“Yes. With the possible excep 
tion now and then where all things 
are equal in the prices and the 
goods presented, the personality of 


Ss 


per 
tor 


a salesman whose visit is about 
due may cause a man te ) hold an 
order for a few days. Let the 
article shown, however, be a little 
better or the price a little le ss, if 
only a quarter of a cent per dozen, 
and the personality of the nine 
teenth century drummer is lost 


sight of 


“Not only have the conditions 
changed, but the salary of the 
traveling has vulleced 





Twenty years ago a salary of five 
to ten thousand dollars a year was 
no uncommon thing, and the man 
the road who could not com- 
mand at least three thousand 
dollars a year was looked upon as 
the least, had 


on 


who, to 


one say 
mistaken his calling. To-day I 
can, count on my fingers the men 
that get more than five thousand a 


vear How do I ace 


Simply on ge 


ount for this? 


ground that compe 


PRINTERS’ INK. 
TO-DAY. 


tition has reduced the 
duction to the lowest point. ‘1 


cost of pr 


European buyers for the differe: 


houses purchase within a fraction 
of a cent of each other, and profits 


of concerns in the 
practically the same. 
circumstances a young 
dinary intelligence and 
twely 
year can sell equally 
much as the old ten thous 
dollar man, and the salary 
proportion to the latter-day prof 
“IT do not agree, however, w 
those who say that the 
traveler are numbered; 
and combinations have done aw 
with his usefulness and that 
vertising in trade papers 
m zines ae the count 


same line 


man 


ability 


well and 


that tru 





is fully as producti of orders 
personal solicitation. The t 
when the ae of goods in lat 


es can be made with 
and without any m« 


quantit 
samples 


of intercourse besides the us« 
the mails is considerably furt 
off than to-morrow. Whil 

number of travelers has decre: 


in recent years, the proportion 


not so great as might be imagit 
Close investigation of this sui 


leads me to believe 


ber of travelers to-day :n 
parison with, say ten or fift 
years ago, is as 7 to 10. WI 
when you take into considerat 
the grea — the business 
a s really remarl 
and ue my contention 
the Pi ner is not yet ext 
\s an occupat‘on for a y 
and ambitious man traveling 
fers many inducements, but 
the professions many are < 


but few are chosen. Only a. 
man with great determination 


strong will power can go or 


road and escape the curse of 
solute company and the ten 
tions that are constantly thr 
in his way. Then again th 


quirements of a successful tra 
remember I am iking n 
the $5.01 0 to $6.000 a vear n 
to-day—are many. He mu 
courteous, adept in business tr 
actions, possessing social 
nd able to talk on any given 
ject from Darwin’s theory of ev 
Intion down to the latest n 
He must possess adaptabilit 


spec 


Under the 
of o! 


» hundred to two thousand 


days of tl 


that the nu 
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would make a chameleon die with 
envy, for he must suit himself to 
the moods of customers whose 
characters are as diverse as the 
two poles. He must be _ proof 
against discouragement, and enter 
his customer’s office with an agree- 
able smile, whether his horizon be 
clouded or not. In short he must 
combine versatility with machine- 
like tirelessness, and a courteous 
address with the shrewdness of a 
successful business man. With 
these qualities and an unconquer 
able desire for hard work, and 
tolerance of bad food, and a dozen 
other discomforts that the road 
furnishes, there is no reason why 
a young man who can pass tempta- 


ONE MAN’S SCHEME. 
In Irance and in | $ 
display letters of recommendation in 
their windows and upon the walls of 
offices, If 1 were going to take thetrain 
to Chicago, for instance, and set up in a 
mail-order business there, I would ar 
range to paper my office in accordance 
with my own ideas, which would be to 
attach to the walls letters in praise of 
my goods, as fast as they came in. By 
uniquely arranging them, I would guar 
antee that I would have “ wall paper ’ 
on my office, that would cause an in 
mense amount of favorable comments 
Secrets of Vail ! Trade. 


ngland, advertis« 


the Mail Order 
IN THE COUNTRY WEEKLIES. 
lhe country weeklies are open to 
severer criticism for publishing the ad 
vertisements of “tweak men” and pri 
vate disease nostrums, for the reason 
that they enjoy the closest relations with 
the home-life of their readers and are 








. . Rt .-. looked upon by their boys and girls a 
tion by should not succeed, —NeW son inca! ovacies of good society and 
York Evening Sun. public cleanliness ( ton Cave 
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HE WON’T BE 
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HAPPY TILL HE GETS 






IT. 


[With Apologies to Nelsoa A. Miles, His Famous Military Bath Tub and a Celebratea 
Advertisement. 
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HOW THE CHICAGO “ TIMES-HERALD’’ O 


NE 3D UTILIZED A FAMUUS ADVERTISING 


iUKB, 
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ECONOMY IN ADVERTIS- 
ING 


By Taylor Z. Richey. 

Economy is the fundamental 
principle of successful advertising. 
Economy does not mean that one 
should be miserly or stingy; it 
means rather, the expenditure of 
whatever amounts—large or small 
—with as little waste as possible. 
Advertisers fail not because they 
spend too much, but because they 
waste too much. 

Economy is but judicious spend- 
ing. Economy does not relate en- 
tirely to the amount of money ex- 
pended; it relates to whether or 
not the money was expended so 
as to bring the best results; it re- 
lates to what you get out, as well 
as to what you put in. The ex- 
penditure of fifty dollars may be 
because this 


an extravagance, é 
amount may not be sufficient to 
accomplish the desired result. On 


the other hand, the expenditure of 
one hundred dollars may be as 
great an extravagance, since the 
expenditure of fifty dollars may 
bring as many results. In the 
sense of wasting, the two words, 
niggardliness and extravagance, 
are synonymous terms. 

Judicious spending is true sav- 
ing. Economy not only relates 
to what you save by not spend- 
ing, but also to what you save 
from being wasted, by spending. 
The surest way to waste money 
is to spend too little. A hundred 
dollars expended in repairing a 
levee may seem to be economy, 
and yet, if for the lack of effective 
work, the water breaks through, 
a loss of many thousand dollars 
results. The practice of true 
economy in this instance would 
“won consisted in making the sur- 
rounding country secure from 
damage at whatever cost. Far 
greater wastes result from spend- 
ing too little than from spending 
too much. This is especially true 
of advertising. The first fifty 
dollars spent for advertising may 
not bring a _— result; the sec- 
ond fifty may make the entire in 
vestment profitable. 

Economy in advertising is at- 
tained by good management—by 
keeping in close touch with one’s 
business, by using the right space 


PRINTERS’ INK. 


in the right mediums—in short, by 
getting full value for the money 
expended. 


~o- 
MAIL ORDER DONT’S 
_ Don’t try to crowd a small circular 
into a little 14 line ad. Get the people 
to write, then send a full p wc n 


which they can read at their leisure 

Don’t hesitate to push a good thing if 
you have it. If you do, somebody se 
may push it first. ; 

Don’t forget that a well written i 
going to pull more replies than ne 
strung eh» soe in “any old way.” 

Don’t run the same ad all the time 
People will get so accustomed to it that 
they forget to notice it. 

Don’t cut your advertising too much 
in the dull season. People have to live 
at all seasons of the year. 

Don’t expect to grow rich on the re 
sults of a three line reader. 

Don’t forget that the public 
shrewder than it was ten years 





beca 1u it 


Don’t condemn a_ paper 
does not pay you. It must pay 1e 
body or it could not exist. Let some 
good advertising man revise your ad 
vertising matter. 

Don’t forget to ‘follow up” in 
quiries. It’s foolish to pay $100 for an 
advertisement and then slump on two 
cents for postage. 

Don’t try to place your own advertis 
ing unless you feel you know more yut 
rates and mediums than the agents who 
have been in advertising all their lives 

1dvertisers’ Guide. 

soe 
To my mind, a man parr" go into 


advertising with absolute conviction of 
its efficiency, the same as he should eat 
his dinner with the conviction that it 
will assuage his hunger.—Cereals, Mil 


Wis. 


waukee, 


+o 
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NOTES. 


Or Johnson’s Digestive Tablets it is 
ulvertised: They teach you how to sin 
and not repent, 

In San Jose, Cal., all advertising 


schemes” are hereafter to be submitted 





to a committee of the Board of Trade. 
Mr. LapoucHere, of Truth, a 
— Pulitzer of the World prob- 
ma $500,000 a year in ” aplte of 
cor oiliion, 

“Ir you have a_ swelled head our 
Adjustable Derby will fit it,” is one of 
the latest Rogers, Peet & Company 
phrasings on the elevated railroad. 


AN Edinburgh | jeweler with every en- 
gagement ring sold gives a coupon en 
titling the purchaser to get a wedding 
ring from him at ten per cent discount. 


“Heprew Yarns and Dialect Humor” 


is the latest 25 cent book gotten out by 
the Chiswick Publishing Company, 18 
Rose street, New York. It contains a 
goodly quantity of fun. 

THIs very frank “person: al’’ appeared 
in the New York Herald of May 27th: 
“Artist, financially below zero, wishes 
to buy a gentleman’s discarded suit. 
Foreigner, 220 Herald.” 

PeteR HENDERSON, the seedsman of 
New York, has his name written in 
shells on an imitation lawn in front of 
the stores. It is intended as an adver- 


tisement for the lawn grass portrayed, 


\ Boston hat store is making a spe- 


cialty of hats for a dollar each and in- 
vites the public to purchase with the 
following: ‘“‘Walk in and wait on your- 
elf. Any hat in the store for $1.00.” 

Tue street car es of Hall's 
Hair Renewer is original, being a series 
of instituted comparisons, of which the 
following is a good example: Ghost 
stories, like Hall’s Hair Renewer, are 
apt to “raise your hair.’ 

Tue Hon. John Lentz, in his speech 
about the Loud Bill in the House 
of Representatives on March 2ist, as 
serted that the advertisements in second 


class matter are responsible for 
ooo of the first-class postage. 


$35,000, 


Tue Campbell Soup Co. has a card in 


the 4 wark street cars, which reads: 
Aguinaldo had been wise, 
‘He d end this trouble grim, 
Instead of being in the soup 
Our soups would be in him! 

Tue Illinois Central Railroad has a 
good advertisement on the windows of 
its Broadway offices, corner of Thomas 
street, New York. ‘his is an accurately 
painted map of the Illinois Central sys- 
tem on the window glass,'reaching from 


the ceiling to the ground. 

Mr. J. CrypeE Oswatp, New York, 
publishes in pamphlet form, under the 
title, “The Printing Exposition Job Con 


test,” reproductions of one hundred and 
thirty-four specimens of job composi 
tions submitted in a competition inaugu 


rated by Typographical Union No. 6. 

_A pEctIston was rendered by Judge 
Stein in the Superior Court of Cook 
County, Illinois, May 26, 1900, grant- 


INK. 21 
ing a preliminary injunction, on com- 
plaint of F. Rueckheim & Bro., re 
straining Bereolos, Cachares & Co. from 
further imitating a “Cracker Jack’”’ 
package, a popcorn confection. 

A CortLanpr street, New York, opti 
cian has a pair of spectacles done in 
chalk on the sidewalk in front of his 
door. They are renewed every morning, 
owing to the heavy traffic, and as the 
spectacles are about six feet wide, odd 
phrases are written in the “eyes” to ad- 
vertise the concern. These sayings are 
all apropos of the optical business. 


HERE is a strange “personal” 
the New York Herald of May 27th 
prepossessing, well educated, musically 
inclined young lady, that has lost a 
lower limb above the knee and walks 
with one crutch, can find a true friend 
and loving husband (age 35, a decided 
blond, good looking and thorough busi 
ness man) by addressing J. O. Worth, 
General Delivery, Boston, Mass.” 


A CORRESPONDENT 
is certainly coming to 


from 
‘A 





The woman 
front in ad- 


writes: 
the 


vertising. There is a new scheme in 
London intended to be worked on wet 
days only. Women are sent out 


through the principal streets with their 


umbrellas up and their outer skirts 
raised within the limits of propriety. 
The white petticoat underneath bears 
black letters at the back, advertising a 
favorite brand of cigarettes. 

At the fourth annual meeting of the 
American Park and Outdoor Art Asso- 
ciation, at Chicago on June sth, Mr. 
Frederick Law Olmstead read a paper 
on advertising billboards. Mr. Olmstead 


took a strong stand against the placing 
of big colored signs in residence dis- 
tricts. “A city could be made a beauti- 
ful place easily if the municipal authori 
ties would adopt the proper means for 
making it so. Such things as ungainly 
statues placed in improper places, ac 


billboards and other nuisances 
subjects of crusades.’ 


ve rtising 
should be 


A UNIQUE way of advertising a soap 
factory is that employed by Colgate & 
Co. in Jersey City. The factory is of 
brick and is not only dirty-looking, but 
its surroundings are all dirty—in fact, 
the locality is dirty, being just near the 


wharves. But in every window of the 
factory—and their name is legion—the 
firm has had placed a neatly fitting 
flower-box, in which are growing the 
fairest and brightest colored flowers. 
The contrast between the grimy brick 


and gloomy surroundings and the bright, 
fresh flowers is strong and striking. 
~~ 
Classified Advertisements. 
Advertisements under this head tivo linesor more, 
ust be 


without disp lay, 25 cents a line. 
handed in one week in advance 














WANTS 
DVERTISF wEny for the EVENING Post, 
ye Charieston, 
W ANTED— Good cy ylinde ore ss cheap for cash 
Give size, price. G PRATT, Saratoga,N.Y. 





A DVERTISEMENTS for the paper with large ~ 

rs local circulation in Charleston, TH 

EVENING Post. 

EK XPERIENCED ad solicitor will represent pub- 
4 lication offering good commission. Address 

“AD SOLICITOR,” care Printers’ Ink 











is) 
N 


DVERTISING MANAGER, 
TRATOR 


WRITER, 
STRICTLY FIRST CLASS. 
DE WITT, Printer 


ILT.US 


FOR ENGAGEMENT 


ILL trade fully ec 
cylinders, ¢ 
real 


s’ Ink. 


plant, lin 


W carpe. 
for unencumbered 
1061 S. Broad St., Tre 
(ounty SEAT and trad papers 

readers of smaller towns and a dis 
tricts, send sample copy and want ad rates. PIO 
NE i 


rane nel dae 
ynamo, ete., clear 
estate. C. A 
N.J. 








R PUBLISHING CO., Box 414, Honolulu, H. 
’ ANTED—Advertis sing solicitor with newspa 
ver experience, Good, tag ary ~ situa 
tion for the right man. Address “ VERTISs- 
ING,” care Am. Press Association, ( fad oO 
( RDERS for 5 line advert 1ents 4 weeks $10 
in 100 Illinois newspapers: 100,000 circula 
— wee ek ly ; other Western weekly papers same 








atalogue on application. CHICAGO 

NE AWSP APER UNION, 10 Spruce St., New York. 

This price includes PRINTERS’ {NK for one year. 
» EPRFSENTATIVES—Traveling, side line 


\ exclusive ; one each for New 
orado, Texas and Pacific Coast ; advertising sp« 
cialty business; permanent; old firm ; liberal 
proposition to men who are willing to work. Ap 
plications considered from experienced canvass- 
, though inexperienced in advertising Ad 
dress immediately “INLAND,” care Printers’ Ink, 


England, 


ers 
i o> 
MAILING MACHINES 


a labe ler. 99 p at., is only $12. 
DICK, 43 Ferguson A ve 


‘HE BEST, 
ALEX. 


REV 
Buffalo, N. ¥ 
= +o ite 

ILLUSTRATORS AND ILLUSTRATIONS 
Ss! PERIOR 


ton, Db. % 


engravings: promptness; lowest 
ART ENGRAVING CO., Washing- 


tial 
PUBLICATION BROKER 
E MERSON P, wer S, 


U ST., NEW YORK 
BROKER IN PUBLISHING BUSINESSES. 


BUSINESS OPPORT U ‘NI TIES. 


_ household magazine offered, 

4 count illness. Good foundation, attre active 
field. $10,000 required. Give references P 
HARRIS, 150 Nassau St., New York. 


_— - 
LETTER BROKERS. 

ETTERS, all kinds, received from newspaper 

4 advertising, wanted and to let. What have 








ou or what kind do you wish to hire of us? THE 
MEN N OF LETTERS ASS’ - ‘slate ry, N.Y 
STEREOTYTE OUTFITS. 
TEREOTYP = outfits $17 up; Hot and Cold 
S proces neluded ; make your own cuts in 
white on bls and Gri auOty De , ho etching. Send 
stamp. H.K SHES 40) ha Sd St , New Y« 
NEWSPAPE R ? INFOR MATION 
F OR latest newspaper information use the lat 
est edition of the AMERIC LS Newser: APER |)! 
RECTORY, issued June 1, 1% Price, five 
ne Sent free on receipt of ‘etes GEO, P. 
ROWELL & CO., 10 Spruce St., New York. 
Sat 
PREMIUMS 
PELIABRLE goods are trade builders. Thou 
\ sands of suggestive premiums suitable for 


publishers and others from the foremost manu 


facturing and wholesale dealers in jewelry and 
kindred lines. 700-p. ill’d list price catalogue 
free. S MYERS CO., 48-50-52 Maiden Lane, N.Y. 


NOVELTIES. 
Write to CHICAGO EN 


> 
DVERTISING 
D-PAPER WALLETS. 


A 


VELOPE CLASP Co., Niles, Mich. 
lie a ILE wagons for merchants, $40; lettered 
to suit. ROADSTER SHOPS, Camden, N. J 


| IGH-GRADE advertising capsand liveric for 

employees of business ho rite for 
our free illustrated booklet E Pt TTL ONI 
BROS. MFG. CO., Cincinnati, Ohio, 


YOR the 


I: purpose of inviting announcement 
of dver.ising Novelties likely to benefit 
reader as well as advertiser, 4 lines will be in 


serted under this head once for one dollar 


PRINTERS’ 
OPEN 
, $15,000, 
GIBBS, 


reaching 





INK. 


HALF-TONES. 


] ALF-TONE portraits, hand-tooled, ba 
a tg Ay? away, L-col., $1. Half price. | 
in U.S. SCRANTON ENG. GO., Seranton, Pa 
o- 
BOOKS 


S high as $500 has been cleared on a sil! 
d one of the advertising schemes in our b 
Book contains over 100. Price $1—a cent ap 
k. R. GARDNER, Atlantic, lowa. 





t 


\ POSTAL CARD will get our wine cox y 
4 book and price list és you like good t! us 


to eat and drink send for it. 
with Brotherhood Wine Co., 


VEZ! 


New York c ity 





y°: ean make a fortune in the mail« 
business if you start right Our new book 
BF gs the Mail-Order Trade, * will tel 1 
all “nt postpaid, $1 SAWYE PL ( 
Penaie Court Bldg., New York‘ ity 
maa sabe 
SUPPLIES 
i ee IS paper is printed with ink _ any actured 
by the W ~ VILSON PRIN K ) 
Ltd., 13 Spruce ™ w York. Special prices to 


cash buyers 


] pip it ever strike you that it is much easier to 
sell goods that are of constant demand than 
to advocate others? Thus our reason 1n pushing 
the American Type Founders Company’s t 
Its beauty and harmony of design, exact pr« 
tions, regularity of sizes, artistic finis - and su 
perior quality all go to constitute the * best there 
is.’ Our shelves are teeming with a complete 


assortment of the American Type Founders 


pany’s type. It is your pleasure to command 
and our purpose to fillall orders intrusted t ur 
care in a prompt, careful and efficient manner 
Mr. Printer, your wants can be supplied by 
CONNER, FENDLER & CO., 56 Beekman St., N.Y 
_— aa 
FOR SALE 

QTONEMETZ perfecting press and stereoty; 
' ing machinery, 8,000 per hour, four or eight 
pp, cheap; $800. ENTERPRISE, Brockton, Mass 


POSTAL CARDS BOUGHT 
Une uncelled printed or adk lressed poste ' 
bought for cash. BURR MANUFACTt RIN GCO 
6i4 Park Row Building, N. Y 


yon PRINTING ESTABLISHMENT for val \ 
° 


business conducted for 30 yes arein the city of 





Newark, N Prominent location. Willt ld 
cheap to a quick customer a J HIN S 
GIBSON, 832 Broad St., Newar' J. 
New for sale: One aes press, job | 
4 proof press, paper cutter, wood and 1 
type, office furniture and fixtures, suc h to t 
implements as are incidental to printit ft 
‘or full particulars inquire of WM. V 
Montour Falls, New York 
, VERY issue of PRINTERS’ INK is rel isly 
4 read by many newspaper men and pr s 
us well as by advertisers. If you want t iy a 
paper, or to sell a paper, or type or ink, the thing 
to do is to announce your desire in a classified 
advertisement in PRINTERS’ INK. The cos but 


25 cents a line. As a rule, one insertion will d 
the business. Address PRINTERS’ INK, 
t., New York 


fron salt 
fine 


An old est 


ablished trade pay 
Western city. 


Paid circ a 





oo 
Handsome advertising patronage, whic ull 
the time on the increase. Complete plant except 
press. Price $8,000, part cash, balance satisfac 
tory securities, A man with some push ¢ pay 
for the business in two years from the net prof 
its. About $3,000 in good advertising and sub 
scription acco munts now due the journal These 
go to the This is a gilt-edge opportu 


purchaser, 
t 


answer unless you mean busiess 





care Printers’ Ink 
~7-, 
{DVERTISING MEDIA 
([ HE EVENING POST, Charleston, S. 
‘HE EVENING POST, Charleston, S. ( 
([ HE EVENING POST, Charleston, S. 
([ HE EVENING POST, Charleston, 8. 
([ HE EVENING POST, Charleston, S. | 























PRINTERS’ INK. 


dt hee EVENING POST, Charleston, S. ¢ 
@ UBSCRIPTION premiums wanted. FARM AND 
‘ TRADE, Nashville, Tenn 


‘HE best advertising medium in Charleston 
S. C., is THE EVENING Post 





of Charleston, 8. C., 
al circulation. 


‘HE EVENING POST 
claims the largest | 








si HE official journal for all city advertising of 
Charleston, 8. C., is THE EVENING Post. 





Kk ” KEP your eye on FARM AND TRADE, Nashville, 
Tenn. It’s growing. Only i0c.aline now 
{() WORDS, 5 times, 25 cents. ENTERPRISE, 

Brockton, Mass. Circulation exceeds 6,00 
\ DVERTISERS' G 
4 line. Cire’n 4,500, ¢ 





Newmarket, N. J., 9c. 
ose 24th. Sample free 





NY persen advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re 
ceive the paper for one year 
= advertising forall the departments of the 
city of Charleston, S. ¢ is ce ne under 
yntract exclusively in THE E VENING Pos 
WEB perfecting press, linotype machines 
and a building of its own is evidence of 
Prose rity of THE EVENING Post, of Charles 





the 
mn, 


ms Southern farmer boy swears by FARM AND 

TRADE, Nashville, Tenn., the only paper in 
world published in his interest. 10c. per 
rate line 





ro reach the prosperous farmers of the South 

try FARM AND TRADE, Nashville, Tenn. ; Ie 
per agate line Forms close 25th of month pre 
ceding date of issue 





| HE only ied mer boys’ paper in the world is 
FARM TRADE, Nashville, Tenn, If you 

want to reac rae hat class the best and only me 

dium is FARM AND TRAD! Rates l0c, per line 


PACIFIC COAST FRUIT WORLD, Los Angeles 
Cal. Foremost farm home journal. tual 
erage 5,053 weekly, among wealthy ranchers 
crowing rapidly; dc, agate line no medicine ads 








Ts EVENING POST. Charieston, 8. C.. will 








publish want advertisemenis at one cent a 
vord net; 50 inches display tor $15; 100 inches 
$25 ; 300 inches, $69 ; 5C0 inches, gv; 1,000 inches for 
$165. Additional charges for ccaiitia aut treats 
ing of column rules 








4 Bal T seven eighths of mMiver 
fails to be effective because it is placed in 








pape and at rates that give no more than one 
gh value that might be c 
the same advertising in other papers. If you 


have the right advertisement it in the 
ght papers, your advertising ay Corre 
ndence licited er van GEO. P 
ROW ELL ADVERTISING AGENCY, 10 Spruce St., 
New York 





| yM R HE ROLD DES GLAUBENS, of St. Louis, 
a Catholhe weekly, founded in 1850 
proves a cireulation exceedi 000 copies 
weekly Rate, 70 cents per inch « y or more 
isertion Discounts, 1¢ per cent on 104 inches 
per cent on 260 inches; 20 per cent on 20 inches 
a lower rate than is offered by any other relig 
ious paper in the United States on guaranteed 
reulation. Write home office or OTTO KOEN 
Eastern Agent, 737 Park Row Buliding, N. Y. 


‘| iE HOME MAGAZINE, OF NEW YORK, is in 

its fourteenth volume, having been started as 
the Commercial Travelers Home Magazine wo 
ro the name was changed to the Homer 
MAGAZINE, and the office removed to New York 
City. Since then the energies of the MAGAZINE 
have been devoted more to pushing the circula 
tion than toward building up the advertising 
patronage, upon the principle that circulation 
is absolutely essential to give advertisers satis 
factory results on their business. 

The circulation of the May issue was 75,000 cop 
ies, actually, of which over 40,00 are regular 
cribers and the balance news stand sales, ex 
inge and advertis ng copies. A feature about 

ir circulation is that we deal direct with the 
news trade outside of the American News ¢ 

Our rate is $°0 per page or 49 cents per agate 











years 











We want your business because our cireula 
tion will bring you results 

Send for copy and you'll be greatly pleased 
it THE HOME MAGAZINE, 93-99 Nassau 
N. ¥. City 





to 


“~ 


PHOTO ENGRAVING. 
‘HE best kind of photo engraving by all pro 
cesses, THE STANDARD ENGRAVING CO, 
OF NEW YORK. 61 Ann St. 
> 
NEWSPAPER BARGAINS. 


pXE of the greatest ee Se in New Eng 
land States—a weekly &nd job plant prac 
tical monopoly—profit $2,500 a year Must_be 
sold quick About $5,000 cash required. The 
first ne wapape: rman who sees the property and 
appreciates business situations will own it. 
States. Send for my 
Any reliable properties for sale, 
knows about them. What do you 









want! 
We iunted—by clients—reliable — and weekly 


wane . Confidential 
Broker and Expert in Ne wepape r Properties 
- 
1DDRESSES, 








(ike TE business “without expensive newspa- 
per advertising. Use Carter’s Classifled Ad- 
dresses. Only house in the world furnishing 
names not to be found in directories. Have you 
a remedy for cancer, catarrh, deafness, dyspep 
sia, kidney troubles, nervous troubles, rheuma- 
tism, skin diseases, ete.! Do you want agents to 
sell your goods from house to house! We have 
America’s population classified according to af 
flictions, « ecupation or condition. Can address 
envelopes or wrappers. Cay ity 100,000 
by expert copyists. Prepared to furnish 
t ‘lassof names, envelopes or wrappers, plain 
or printed, address the latter and attend to mail 
ing if desired. State specifically what you have 
to sell, how you want to sell it We will reply 
by return mail with full information that will 
make your business a success. 
FRANK R. CARTER, 


IDVERTISEMENT CONSTRUCTORS 








EAST 42p ST., N. Y. 





ers R. GERRY, 111 Nassau *t Ads 300k 

4 lets lVietures 

> A DAY $10 a month. GEORGE H. HAY 

4 WOOD, 9 Amity, New London, Conn, 

ge Fe £1 each, booklets $1 a_ pe CHA \ 

“ WOOLFOLK, 146 W. Main St., Toutavilie, Ky 

Ge DEI JOHNSON, advertising writers and 
agents, Woman's Temple, Chicago. Write 





6 ADS, any size, 50 cents. Send me a little data, 
» si your space one hie. Your money back 
on’t suit iREENE THE ADMAN, Oil 





month, one ad i week. If they 

don't suit, don’t Sample, 5c 
rite me. GREENE THE ADMAN, First Nat'l 
jank Bldg., Oil City, Pa 


$. 
—et 
_ 


= test of an ad is the demand it creates for 

your wares, My specialty is writing ads 
that will sell your goods, Don’t send stamps but 
tell me y vertising difficulties. J.T. AL 
LINSON, Yar iville, N. J 





ADVERTISEMENTS, CIRCULARS 
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lamina sition to offer you better service 
in writing, designing and printing advertising 
matter of every description than any other man 
in the business. | make the fashion im typo 
graphical display I have charge of the me 


ch nicaldepartment of PRINTERS’ INK. No other 
paper inthe world is so much copied. My facil 
ities are unsurpassed for turning out the com- 
plete job. If you wish to improve the tone and 
appearance of your advertising matter it will 
pay you to consult me. WM. JOHNSTON, Man- 
urer Printers’Ink Press, 10 Spruce St., New York 


7." SMALL BOOKS 
OF GREAT VALUE 

From Credit to Cash. 

How to make the change so your cus 
tomers will not object to it. 

Store R 
Compiled from rules in use in stores 
allover the country. Of inestimable 
value to any store 

Fither book sent postpaid to any address for 

FIFTY CENTS 
Ask us about our syndicate cuts for retail ads 
it i6c..© ich 
THE CHARLES AUSTIN BATES SYNDICATE, 
Vanderbilt Building, 
y Pork 
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PRINTERS’ INK 
A JOURNAL FOR ADVERTISERS. 

ta Issued every Wednesday. Tencentsa copy. 
Subscription ee five dollarsa year, in advance 
Six dollarsa bundred. Noback numbers 

t# Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop 
ies for #30. or alarger number at the same rate. 

t@ Publishers desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

t? If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES 

Classified advertisements 2% cents a line: six 
words to the line ; pearl measure : display 50 cents 
a line; 15 linesto the inch. $100a page.  pecial 
position twenty-five per cent additional, if grant 
ed ; discount, five per cent for cash with order. 





Oscar HERZBERG, Managing Editor 
Peter Doucan, Ma: ager of Advertising and 
Subscription Department 


NEW YORK OFFICES: NO. 1o SPRUCE ST. 
LONDON AGENT, F. W. SEARS, 50-52 LuD- 
GATE HILL, E. C. 


~NEW YORK, JUNE 20, 1900. 


THE word Uneeda seemed to 
strike everybody favorably. The 
coin ng of it was good originality. 
But the cheap parodies on the word 
have an unpleasant flavor. The 
Uwanta beer and the Uandi tea. 
the Ureada magazine, Itsagood 
soap, et cetera, possess noth ng to 
commend them 


Unper the title of Nonpareil 
Wide Awakes, the Council Bluffs 
Nonpareil publishes—occasionally 

a little-four page newspaper 
giv'ng small items concerning ad 


vertising in Iowa in general and 
n Council Bluffs and the Vonpa 
reil in particular. It is both well 


written and interesting. 


Tuis little jingle is being used as 


an advert sement in the country 
press: 
If fortune disregard thy claim, 


Don’t hang thy head in fear and shame, 
Sut marry the girl you love 
Rocky Mountain Tea will do the rest 
“Ask your druggist.” 
Readers will feel a natural curi 
osity to know what the “rest” is 
that Rocky Mountain Tea will do 


Witch 


Pond's 


hest 


In a booklet called “Thx 
eries of Hamamel’s.”” the 
Extract Company, of New York, 
aims to show the difference be 
tween its product and ord’nary 
witch hazel. The arguments 
complish their object of convincing 
the reader that unless he seeurt 
Pond’s, the evils for which witch 
hazel is usually ut lized will not be 
ameliorated or made to disappear 


a0 
al 


RS’ INK. 


Mayor PHELAN, of San Fran 
cisco, says he believes “that many 
property owners are influenced to 
maintain their property in an un 
improved condit.on by reason of 
receiving sufhic'ent money to pay 
their taxes from the sale of adver 
tising privileges.” He added, more 
over, that if this encouragement to 
silurianism were abolished by ord 
nance there would be more build 
ing, and consequently more work 
for the labor ng classes 

THe 20th Century Press Clip 
ping Bureau of Chicago has been 


keeping an accurate record of the 
newspapers from which it secures 
the most matter. The highest 
stand in the following order: 
Chicago Record. 
New York Times 


Cincinnati Enquirer. 
Philadelphia Ledger 
Louis Globe-Dem 
Columbus (Ohio) State J ul, 
The best country weekly in the 
United States in this regard is 
said to be the Traer (Ia.) Clipper 


St 





urnal 


You in't reach every one with one 
nediun i idvertising 1d lege. 

Only the amateur advertiser 
tries to reach everybody the 
aim should be to reach all who 
can be reached at a price that will 
enable the advertiser to make a 
profit over the necessary expendi 
ture. There are so many peopl 
in the country that to secure as 
customers those who can be in 
fluenced at a reasonable price is a 
task of years and years when 
this is accomplished, if it ever is, 
it will be found that all the rest 
have somehow imbibed theknowl 
edge from their fellow citizens 

THe Ne wspaper Blue Book, is 


sued by the 20th Century Clipp ng 
Bureau of Ch'cago, is an excellent 
specimen of how a brochure intend 
ed to advertise a concern may be 
made interesting aside from its ad 
vertising features. It tells how the 
work is done, the improvements of 
late vears, how utilized in business, 
or for the writ ng of essays or the 
making of scrapbooks, gives a col 
lection of interesting items about 
newspaper clippings, testimonials 


about its own sery:ce and ends with 
i list of what t deems the best 
newspapers in each State—those 
from which it is enabled to secure 
the most matter 
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\ UNIQUE piece of book adver 
sing is a booklet of sixteen pages 
and entitled Two His 
orical Mary Johnston.” 
advertises “Prisoners of Hope” 
and **To Have and to Hold.” On 
edie of the first cover is 
assertion of Joel Chandler 
Harris that these two books re 
present the high water mark of 
\merican fiction of all novels 
since Hawthorne died. Then fol 
low interesting summar:es of the 
haracter and wonderful of 
each of the pair, a picture and 
ketch of Miss Johnston, “various 
notes of interest” in regard to 
ther coming dramatization, of 
being used in literary courses, 
and a collection of what the 
reviews and magazines have said 
n regard to them. The idea of 
he booklet is excellent, and it is 
well carried out. 


cover 


Novels by 


the 


the 


sale 5 


t 


THE Distributor-Advertiser, a 


Boston publication issued to ad 
vertise the business of the Book 
let Publicity Company of that 
city, lists the various advertising 


journals 

regard to 
PRINTERS’ 

York; 


()secar 


and breaks forth thus in 
PRINTERS’ INK: 
INK, 10 Spruce 
Geo. P. Rowell & Co., 
Herzberg, editor; $5.00 
nts a copy; established 
nes every Wednesday; 
rms close one week in advance 
ition, 23,008 per issue. Adv 
ters of interest to advertisers; it 
sa announcements are of news 
which set forth their value a 
ertising media 
It is usually called “the Little School 
ister in the Art of Advertising,”” and 
iniversally regarded as the leader in 


class 


street, New 
publishers, 


idvertising 
Cir 


ertises 





pers 


[here 1s a 
name is 


little schoolmaster whose 
PRINTERS’ INK; 
taught the brainy busine 
their brains, and think; 


le taught them human nature as applied 


Ile ss men to use 


to advertising, 

\nd the way his pupils gathered in the 
ducats was surprising! 

\t least a hundred babies he claims to 
have begotten, 

Rut how these faithless infants filial 
fealty have forgotten! 

And all the advertisers whom he has 
taught to think 

\re never tired of sounding the praise 
of Printers’ INk 





SHOWING a picture of the ar- 
ticle in actual use is sometimes 
better than any amount of descrip- 
tion or  argument.—American 
Druggist. 





THE show window may be made 
to present business argument as 
well as a newspaper announcement. 

\ PERIODICAL issued monthly at 
Harbor Springs, Mich., at fifty 
cents a year, and called The Lyre, 
is unique in certain respects. It is 
a humorous publication, and_ its 


pr.ncipal feature is that it apotheo 
sizes the art of lying, enabling it to 
have a good deal of original fun. 
Every subscriber is given a hand 
some certificate noti fying all whom 
it may concern that he is a member 
of the Pristine Order of Prevari 
cators. Mr. Jno. C. Wright, the 
editor, tells Printers’ INK that 
until he adopted this idea it 
seemed as if the Lyre would be 
compelled to give up the ghost, but 
the certificate idea immediately 
made it a favorite, particularly 
among commercial travelers. 
WitittAmM Borsopr, 186 Summer 
street, Boston, offers gas compa 
nies a monthly advertising service. 
One of its features consists of at 
least ten original advertisements 
each month, elucidating the advan- 
tages of gas as fuel. These may 
be used in newspapers, for circu- 
lars, or in any other way. Electros 
are also furnished, if desired, at 
about the original cost. Subscrib 
are entitled to five hundred 
sixteen-page booklets each month, 
made up of newspaper accounts of 
accidents happening in the preced 


ers 


ing month from the use of fuels 
other than gas, with editorial com 
ment. They also receive a number 


of reproductions of the advertise 
ments other gas companies are us 
i and i 


ing, are entitled to one adver- 
tisement each month especially 
written to suit local needs. This 
service will have a tendency to 
solve the question debated at re- 
cent gas trade conventions as to 


how prejudices existing against gas 
as fuel may be overcome through 
advertising, as well as the problem 
of how to cope wl th the extensive 
and excellent advertis ng of the 
Standard Oil Company’s new wick 
oil stove. The price of the 
service is $100 a year, $10 a month. 
Mr. Borsodi purposes to offer 
prizes for the best advertisements, 
suggestions, etc., submitted for this 
service. 


le SS 
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Tue Print Shop, 302 Camp 
street, New Orleans, issues every 
month at $1 a year The Ad-Age, a 


PRINTERS’ INK baby devoted to ad 
vertising in the pay It makes 
its observations in a bright, clear- 
cut style that is lied ng. 

Tue Baltimore (Md.) News is- 
sues to advertisers a pass entitling 
them to admission to the press 
room of the News at any time and 
directing employees to answer all 
questions and give all information 
in regard to c:rculation. 


AN interesting case in regard to 
advertising was tried in the County 
Court of Brooklyn, on June 7th. It 
appears that on a certain day in 
January, 1899, Frederick Loeser & 
Co. and Abraham & Strauss, both 
of Brooklyn, had ordered adver- 
tisements in the New York Sun. 
Each of these advertised silk, the 
Loeser people at 69 cents, the other 
concern at 49 cents. Before 
the announcements appeared, Mr. 
Howland, advertis:ng manager of 
Loeser & Co., secured information 
as to the price of silk mentioned in 
the Abraham & Strauss advertise- 
ment, and was thereby enabled to 
change his own price to make it 
lower than that of the other con- 
cern. How he secured this infor 
mation is the point upon which the 
trial of John Delaney, of Typo 
graphical Union No. 6, for crim- 
inal libel, hinges. Delaney had con- 
vinced Abraham & Strauss that the 
Sun had given out the information, 


and that concern consequently 
withdrew its bustness from the 
newspaper named. The Sun nat- 


urally denies having had anything 
to do with so heinous a betrayal of 
confidence, and Mr. Howland as- 
serts he saw a proof of the Abra- 
ham & Strauss advertisement in the 
office of the Brooklyn Eagle, by 
whom this is denied. At the 
present writing Delaney has been 
acquitted. The outcome is of 
no particular interest to adver 
tisers what they should feel 
interested in is the fact that it 
brings to light a danger that may 
make the best of advertising in- 
effective. A proof of a newspaper 
advertisement should certainly be 
shown to no one but the advertiser 
himself. 


PRINTERS’ IN 
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THE “REC ORD" S” RECORD 





On Friday, 
Ph.ladelphia 


its 


1900, thi 
celebrated 
anniversary a 
the pioneer penny newspaper of 
the country, and on that day it 
carried more advertising than on 
any previous one day in its entir 
history, i. e., one hundred and four 
columns (330 lines to a column) 
of paid advertising, or 34.230 line 
From a glance of a copy of th 


Rasa: é. 
Re cord 
twenty-third 


Record of June 1, 1900, om 
would scarcely suppose that on 
June 1, 1883, 13% columns or 


3,855 lines of advertising was deem 
a quite satisfactory. At the pres 
ent time fifty to sixty columns or 
16,500 lines to 19,800 lines of ad- 
vertising a day are not regarded 
as extraordinary. Each year has 
brought great gains in this dé 
partment and the twelve months 
ending with June 1, 1900, brought 
a volume of business which has 
been unprecedented. 

year ago the Record an 
nounced that there had been an 
increase of eleven per cent in the 
quantity of advertising over the 
previous year, and regarded that : 
a remarkable gain. The past twelve 
months, as compared with _ the 
preceding year, however, show an 
increase of no less than per 
cent, and throw all preceding fig 
ures in the shade. 

A retrospective glance at the 
Record’s growth in respect to « 
culation since 1877 speaks el 
quently of the paper’s progress. 


25.1 





Oe eee ee 28,602 
0 ee re 43,737 
| eee 52,421 
Er eee re -- 64,995 
eer ceeess - 62,926 
1882.. ee ee 91,996 
Pis.os win eecdeneeess - 103,499 
SETA 6x ny én .110,297 
eee 104,224 
sa. 5 a are oe bal Ole edie 110,430 
1887.. 107,540 
cs'0 ih oS arc ana ne 105,959 
SS sie a-<:4erdwiaretoatese 109,27 
Siew wire w 6 %06.0-5-0-05 s ere ees 121,631 
SI er ge ee 134,602 
oe 151,450 
TEQZ. cccccvccves 162,221 
eer dee 162,116 
EE rrr ene ary 164,083 
ES v6.25 sad- ome adr eee 167,63 
aaa oa 5 eos we aciens 167,507 
eT ee 177,479 
ss tra vacate ta wavataase 192,52! 
1900 (to May 15).......188,627 
*War year. 
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THE AUTOBIOGRAPHY OF 
A SHOE. 

Under the foregoing title there 

is a two-page advertisement of 


the Rumsey Shoe in the June 
number of the National Magazine 
of Boston. On each page is a 
picture of the shoe, and on the 
top of the first page a trade-mark 
showing its price to be $3.50 ; but 
therwise the matter reads as 
follows 
This 
beach at a 
came upon 
just above 


Spring while wandering on the 
fashionable seaside resort, I 
a tiny, well-worn lying 
high-water mark. Ordinar 
ily an old shoe is not an inspiring ob- 
ject, but this one was exquisitely 
haped, with a high instep, and from 
ome impulse I picked it up. 
On the lining inside was the 
The Rumsey,” which even the 
and tide had not effaced, and 
was number 2, aa. It had an indefin- 
ible charm in its dainty and graceful 
proportions. The constant lapping of 


shoe, 


mark, 
weather 
the size 


the waves upon the shore seemed like 
peaceful lullaby. This portion of the 
beach was not frequented by the tour- 
ists, and I sat down to reflect over the 
story of “our lady’s’’ shoe. Why not, 
had not poets innumerable indited son- 
nets to “our lady’s’”” eyebrow? 

Reclining under a clump of beach 
plums, I began to weave in fancy the 
history of that graceful little shoe, 
which now held me with all the fasci- 
nation of a Cinderella’s magic slipper. 
I must have fallen into a summer after- 
noon slumber, for the tongue of the 
shoe soon loosened and IT listened to a 
story which had in it all the fascination 
of human interest, and ran something 


follows: 


My earliest recollections are of the 
factory in Lynn, Mass., where I was 
created, first city in America where the 


generation after generation of shoe de- 


signers and makers have perfected the 
science. We came into the world quiet 
ly and daintily wrought, for we knew 
nothing of clumsy pegs and pointed 
nails, for our créators taught that a 
‘stitch in time saves nine’’ times the 
life of the ordinary shoe, and artistic 
effect and the comfort of the wearer 
was_ studied and provided for. Thou- 
sands and thousands of us were as 


sembled in the packing room, and wh 
1 merry time we had upon the sorting 
cks together, speculating upon our 
We were glad to go out in the 
at world, and felt very fine in our 
es of tissue, and white Sedan boxes 

We were all hand-sewed, for by hand 
ewing, we are insured all the graceful 
lines of the last over which we are 
molded and are more flexible and com 
fortable than it is possible to be if made 
by a machine. 

Yes, all these things come 





res. 





} 


back to me 


vividly now, and my long, useful, happy 
career was due to the care taken with 
every one of us in “The Rumsey” fac 
tory. We were soon to act an impor 
tant part in woman’s life, for there is 
nothing that a lady of taste buys with 
greater care than her dainty footwear 


I found myself one day in a large 
shoe-store in a New England city rhe 
salesman, a bright, manly young fellow, 
was reading the Boot and Shoe Re 
corder, but when a bright faced girl 
came into the store, he laid it aside and 
came forward. The proprietor under 


stood and retreated to his desk again 

It was evident from the glances that 
passed between the young people that 
they had met before. 

Oh, Mr. Stebbins, I must have a 
pair of ‘Rumsey’ ” she said, sit 
ting down and fanning herself vigorous 
ly. Her mother, screened from the 
sun’s rays by a gorgeous parasol, had 
stop ped to look the window display 

‘What — size—Helen mean— Miss 
Dalby?”’ he corrected himself with a 
blush, and continued in an undertone. 

“Am I still persona gratia, with 

“Yes,” she whispered. 
“Mamma has set her 
and—”’ 

“Do you want Kid or 
he queried in a louder 
hand on the ladder. 

Then I came off the shelf 
the first time clothed a warm and dainty 
foot. There was no need of force, nor 
a suggestion of ill fit. In fact she in 
sisted that there was never a mome nt’s 
discomfort or any “breaking-in’”’ to a 
pair of ‘“‘Rumsey” shoes; but the sales 
man on his knees before his pretty cus 
tomer made love in soft whispers in the 
good old fashion. Of course Helen had 


shoes, 


foot down, 


Patent Cal 


tone, with one 


and for 





to look down closely at the shoes, and 
the color came and went as the young 
people looked directly into each other’s 
soul through their eyes The mother 
yawned as she waited and frowned over 
her pince nez. 

“Helen, dear, are you not ready?” 

“Yes, mamma,” but there was a 
whisper that followed 


“At ten, at the old elm,”’ IT heard him 
say softly. 

And she answered ‘‘Yes.” 

Well, no respectable shoe ever tells 
tales out of school. I went away with 
Helen, and that evening my new mis 
tress went out, and down the narrow 
path to the old elm. Beneath the witch 
ery of moonlight that shimmered down 
through its branches, their mutual vows 
were spoken, for the young people had 
been lovers from childhood. The would 
be-wise mother had of late snubbed Jack, 
as “only a shoe clerk at $10 a week,” 
and although she had discouraged his 
visits at the house, she could not pre 
vent Helen from buying “Rumsey” 
shoes of Jack Stebbins. I was present 
at the wedding. which was slightly in 
formal, and not at the house of the 
bride, but Jack made a good husband 
and Mrs. Dalby was soon after recon 
ciled to the young couple. As she was 


a widow the young couple came to live 


with her. Jack soon had a shoe store 
of his own Of course he sold “Rum 
sey” shoes, remembering the part they 


had played in his destiny. 


JAR. 


THE CIRCUI 
There are times when the circular is 
the only available advertising me¢ _—, 


and must be used Sut as a rule will 
he found to have outlived ‘ts use haan, 
In most cases, the poorest newspapers 
will be discovered to be more effective 
than the finest circular. 
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GETTING IDEAS: AN IDEA. Qn the basis of The Outlook rate 1) 


athtinder should charge 32 cents a line 
By Arthur E. Swett. on the basis of the weekly 7ribune rat 

P it should charge 23 cents; Atlanta Co» 
It is not expected that a $12 @ stitution rate, 20 cents; Christian E) 





week clerk can write record break- ¢eaver World rate, 20 cents, ete. Thre 
ing advertisements, but there is no {','"¢,Papers = ted have oo 
doubt that he has an idea or two, Siur, Fornurd’ of Philade iia. ont ¢ 
and when you get a dozen or so National Tribone, On the backs of 1 
of your clerks to thinking the [i¢i,0!,{Ms avers, respectively, 7) 
sparks are going to fly. cents and 7 f a line, instead of 
Have a box into which these cents. Why 7he Pathfinder gives bett 
ideas may be deposited at any time. — soa, Oe george ~— either 
They should be written on slips tan ‘be gathered from the follows 
with the name of the clerk at-  straight-outers: 
tached, so you will know who to 1. Because it is the only high-cla 
: te weekly of moderate circulation that | 
credit. These ideas can comprise a jow rate compared with papers of lat 
anything, from a page advertise- circulation. Most papers of moderat 
ment down to paragraphs, sen- Circulation are comvelled to charg 
tences, or even phrases. Good ‘27 yS.. ig tower than five-sixth 
phrases are worth money. When the papers you list as eligible, and tl 
the time comes for you to prepare /ist is representative. 
your advertisement, you go over ertising os a Pe ie 
these ideas and what you use you ing it does carry has a good chance to 
pay for. me The Pathfinder is one of the f 
No matter how crude these ideas !/'P“"S sy a coatie ag 
are, if they are good, they can be advertising income and it does not tu 
licked into practical, profitable ble over itself to get business. A nu 
ghage, and it is sale to cay that the Foo. fevertions: that Rave used 7 
ideas of ten men when skilfully there i: anumiidins Gandantainn shee th 
combined will make a strong an- way this paper pulls.” The way we 


nouncement analyzed it is that most good mediu 
J are so chock full of advertising that t 















Try the scheme and see. net results they bring any particular ad 
Don’t forget the “long green” vertiser are not what they should be 
part. 4. It is read by six people, on tl 

See average, to every copy sent out Ch 
. > eT akin . ‘ guesswork but _ statistics I 
THE FIFTH SUGAR BOWL iin, accounts for unexpected 
o lost. papers read o by 
Office of “Tue PATHFINDER pet Placn sod eT on ae saee 
ParHuFinpber, |). C., June 8, 1900. ;. It is a bona fide subseription pay 
Editor of Printers’ Ink It is not a “fireside,”’ mail-order or 
Please have the name “The Pathfinder’ ple-copy paper Its subscription list 
engraved on the fifth sugar bowl and been developed by merit alone and 
send it along. This is the reason why purchased by any prize schemes, 
First, strike from your list the New rate, trial-subscription offers or the 
York weekly World the St Louis It reaches, therefore, a remarkably 
weekly Globe-Democrat and the St. and substantial class of people. 
Louis weekly Republic, as non-existent 6. It is not the tail-end of a da 
Because these papers issue semi-weekly made up of matter lifted from the 
or tri-weekly editions it does not follow edition, and railroaded off to the « 
that they are to be classed with regular try people at a nominal price, or off 
weeklies. On this basis The Pathfinder with country weeklies for almost 
which is a weekly, would go into the ing. This shuts out papers of the wee 
monthly class as well. Also strike off Tribune class 
Sabbath Reading, of Philadelphia, unless 7. It goes to average, live, tl 
you have better evidence of its existence studious, ambitious, intelligent, br 
than we have. minded people, and not to any « 
This leaves 19 papers on the eligible This shuts out papers of the Fo 
list. Their combined circulation accord- and National Tribune class 
ing to our figures is about 2,291,000, and 8. Being a paper in a class by itsel 
their combined line rate is about $11.10. a live newspaper, but made clean, 
Hence, the average rate is just about half densed, classified and non-partisar 
a cent a line a thousand. If The Path- commands peculiar respect and attet 
finder offers a rate as good as this it wherever it goes, and is read, re ! 
should .go into the class The Path- filed, loaned and bound 
finder rate is 10 cents to all comers. Its 9. People know that The Pati 
average circulation last year was over stands for the higher journalisn nd 
27,000, and for one year just preceding when an advertisement appears in this 
June 2, 1900, the average was over paper carries an influence among its 
28,800° It will thus be seen that The readers that is absent in most cases 
Pathfinder rate is nearer one-third of a 10. Lastly, The Pathfinder give 
cent a line a thousand than half a cent advertiser an opportunity to make é 
and on a basis of rate alone it is eligible. of space for himself, at a low line-thou 
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nd rate, without losing a lot of money 


Ca 
] 
ae 
tw 
we 


the advertising proves to be unprofit 
le. In The Pathfinder no advertiser 
ll “fail big.”” The trouble with high 
iced mediums is that it costs you t¢ 
ich to get bit by them. 
Now, please pass the sugar bowl, and 
n't keep us waiting any longer 
Yours truly, 
THe PATHFINDER Pus. Ce 
Geo. ID. Mitchell, Treasurer. 
Che point of the Pathfinder that 
e weekly New York I/Vorld, 
ekly St. Louis Globe-Demo 
it and weekly St. Louis Re- 
lie should be excluded be 
use, although they are usually 
signated as “weeklies,” the first 
a tri-weekly and the remaining 
o semi-weeklies, appears to be 
ll taken [To discover any rec 








rd of the Sabbath Reading's of 























fice in Philadelphia when it ispub 
hed ‘n New York must be even 
vond the Pathfinder’s ability 
One-third of a cent for a weekly 
s certainly a low rate, and en- 
titles the Pathfinder to  ensconce 
itself for the present in the 
eligible class. There is no doubt, 
however, that some of the publi 
cations for which it appears to re 
tain so healthy a contempt wield 
influence entirely beyond its 
own reach.—|Ep. Printers’ INK 
Office of “Tue Ram's Horn 
Cuicaco, June 8, 1900 
r of Printers’ INK 
We are glad note on page 
June 6th issue your valued | 
t that The Ram's Horn is inc 
ngst your select list of papers wl 
e eligible to win the prize given te 
t paper which, all thines considered, 
gives an advertiser the best service for 
I money weekly. Since in the con 
ling paragraph you seem to invite 
( nunications from publishers, giving 
y iny particular facts concerning thei 
paper, we beg to submit herewith our 
( ent rate card which will sh you the 
re ible price we charge in proportion 
t irculation, namely 32 cents a line 
t in advertiser on large contracts, 
\ h is equivalent, as you will see, to 
i te of about one-fourth of a cent a 
line per thousand 
In regard to circulation you can find 
detailed report in the hands of the 
1 lishers of the American Newspaper 
Directory While it is true that cheap 
ne of rate and extent of circulation do 
not prove everything, the quality of out 
cl lation is attested by the gratifying 
returns that accrue to advertisers who 
have a product requiring a large ex 
penditure of money For instance, one 
fir idvertising a water filter selling for 
$ ‘ $12 disposed of more than sixts 
f them, bringing him gro returns of 
nearly $1,000 as the result one adver 
ti ent costing him abot 


g inclose herewith co 





containing similar testimony from ad- 
vertisers whose names you well know. 
Believing that this will satisfy you that 
the quality of our circulation is excel 
lent and the quantity is large in propor 
tion to the price, and offering these 
proofs of the experience of those who 
have advertised with us, we beg only to 
submit the following in brief: 

The paper itself is small, brief and to 
the point, and carries comparatively few 
columns of business, which allows each 





advertisement proportionately larger 
prominence. Second, the paper is widely 
distributed as is proved by the fact that 
it goes to more than 22,000 separate post- 
offices, often one paper to a town, and 
on account of its unique character is 





from hand to hand and 
read by a greater number of people than 
1 more conventional publication would 
be apt to reach. In the third place, the 
paper is constitutionally positive in its 
policy and doctrines. It therefore inter 
ests or offends people at first sight. 
hose who do not like it naturally leave 
it alone, but those who like, adhere to it 
vith a tenacity that is phenomenal. 
They believe what it says in every line, 
idvertisements and all. 

We offer you these facts because they 
are somewhat individual to us, and not 


issec 





ipt to occur to you unless you have a 
very intimate acquaintance with our 
publication In writing you thus it is 


ot in the least our purpose to plead for 
recognition in your final decision, but 
thought suuld welcome this frank 
t , if it contains any truth, 
is subject to corroboration easily at 
\ truly yours, 
Tue Ram's Horn. 
The rate of the Ram’s Horn 
based on the latest circulation 
figures found in the American 
Newspaper Directory, approxi- 
mates two-fifths of a cent per Ine 
per thousand — copies. Those 
figures are 90,852. At the present 
time the publishers assert the out- 
put to be over 120,000 copies. 
The sharp, bright, orignal way 
in which the paper “puts things 
make it unique in its line, and the 
people to whom it goes are cer- 
tainly of a class which possesses 
money as well as morality.—Eb- 
ITOR PRINTERS’ INK. 









STEREOTYPED ADVERTISING 
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HAS GIVEN PERMANENT RELIEF TO MANY 
SUFFERERS,” 
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SIGN PAINTING LORE. 


There is no other city in the 
world that can surpass New York 
in the variety and number of its 
signs. In the Continental cities 
there is a much less display and 
generally they are placed mainly 
over the entrance. There is no 
desire to almost cover the entire 
building with signs, as is so fre- 
quently the custom here. 

In former times it was generally 


the custom to paint the lettering 
on the building, and there it re- 
maned for years. Signboards 


gradually came into more general 
use, and there was an increasing 
demand for a more attractive sign, 
which was the ever-popular gold 
lettering on a black background. 

The mercantile buildings of to- 
day are in many instances literally 
covered with and, in fact, 
every available space is more or 
less occupied by a liberal display. 
Business stan Oe has much to 
do with it, and this style of adver- 
tising seems to have proved a 
profitable investment. Formerly 
there was very little shifting of lo- 
cation among the wholesale mer- 
chants. Usually long leases were 
entered into, and the various firms 
remained in the same spot for 
many years. susiness removals 
are a great pecuniary benefit to the 
sign painter and necessitate more 
or less alterations to the sign. 

In former times great care was 
taken in the preparation of new 
boards, and more especially so, if 
they were intended for gold letter- 
ing. Durability was of much mo- 
ment. The signboard had to be 
made of thoroughly well-seasoned, 
clear pine lumber, without any 
checking or knots. A few of the 
old-time sign painters covered the 
surface of their boards with strong 
linen canvas glued on, and finish 
ed them up by thoroughly filling 
the surface smoothly, similar to 
the prepared canvas used by the 


S-gns, 


artists. This process was quite ex 
pensive, but the question of cost 
or .expense was of little impor- 
tance. A good round price was 
the well-earned reward. 

No such care or pains are taken 
at the present time. Some of the 
earlier sign painters up to about 
the year 1829 made their own 


signboards and kept a —e of 
lumber constantly on hand, as 
to have it well acne ‘on 
in readiness when required. This 
custom was gradually abandoned 
for lack of time to devote to thi 
branch of the business. The ap 
prentice was also instructed how 
to make a signboard, as well as t 
prepare and letter it. 

The prices charged by the sig: 
painters prior to 1825 were very 
remunerative and would be consid 








ered by the trade of to-day as bi 

ing extremely exorbitant. Eacl 
sign painter fixed his ewn pri 

and charged what he considered 
the sign was fully worth. Ther 
was plenty of work for all, and 
competition was an unknown 


thing. There was always a good 
feeling and a strong friendshi 
among the trade, and no display « f 
rivalry whatever. The prices then 
charged for gold lettering aver 
aged from $2 to $4 a runn ng for 
according to the height or size 
the letter, and the signboard was 
charged extra. The price for plain 
black lettering was from 50 to 75 
cents a running foot, and if the 
lettering was shaded there was an 
additional charge. 

A sign painter in those days did 
not have to work more than thre« 
or four days a week, and conse- 
quently took things quite easy. As 





a general rule, they were son 

what slow and took great pains 
with their work. Their greatest 
ambition was reputation, and they 


worked hard to attain it. 


As far back as 1839 several at 
tempts were made to adopt a 
form scale of prices. Several 
meetings were held, and finally a 
satisfactory scale was adopted, 


each 
word 


one pledging himself on his 
and honor to uphold and 
maintain the prices agreed upon, 
but it was only a partial succes 
and short lived. One or two 
the most enthusiastic ones, 
having what they considered a 
amount of work at the newly 
adopted prices, began gradually to 
cut down to the former old rates, 
and when they were found out, 
dissatisfaction began, and the ma 
jority backed out entirely and each 
one made his own prices. 

In 1842 there was a general 
duction of prices, which was n 
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tained until about 1847, when there 
was another reduction, kept up un- 


til 1851, when a strong competition 
arose, and the prices were consid- 
erably reduced, which was mainly 


aused on account of the “drum- 
ming’ system. This was kept up 
until 1861. Gold leaf was gradu- 
ally advancing in price, from $7 to 

arly $14 a pack. There was also 
an advancement in the cost of 
signboards, and something had to 
be done to meet the situation. 
Signs could not be painted at the 
former old prices, and a somewhat 
compulsory advancement became 
a necessity. Notwithstanding, there 
was much cutting going on. Many 
economized in the sparing use of 
their gold leaf by making the let- 
ters considerably lighter than 
formerly, and thereby effected 
quite a saving. 

December 1, 1862, notices were 
sent out to all the leading shops, 
calling for a meeting of the trade, 
with a view to esti blishing a gen- 
eral advancement of prices, and 
also to form a permanent organi- 
zation. Officers were elected and a 

itisfactory scale of prices was 
heal and printed for the use of 
its members. Only a few meetings 
were held, and the association dis- 
banded. Shorily after the close of 


the war, when gold leaf had drop- 
ped down to its former price, the 
ting of prices began anew, and 


has been steadily kept up. 

After the various unsuccessful 
attempts that have been made from 
time to time by the sign painters 
of this city, it seems utterly im- 
possible to form a permanent asso- 
ciation and a fixed scale of prices. 
It never has been done, and prob- 
ably never will be. There is no 
good or sufficient reason why 
something of the kind should not 
exist and thereby greatly benefit 
those connected with it. 

To become a first-class sign 
painter, it is essential to possess a 
natural ability for free-hand draw- 
ing and also a quick eye, which 
requires much training, diligent 
practice and thorough instruction. 
To sketch out, outline and correct- 
ly form the various styles and nu 
merous of letters, without 
the aid of a square or compass 
may be considered an art. The 
two parallel lines simply govern 


sizes 


the size of the letter, and the rest 
of the work must be measured and 
proportioned entirely by the eye. 

Many who are not experts, and 
probably never will be, are com- 
pelled to resort to mechanical 
methods, which is bound to plainly 
show a marked contrast from that 
of the free and graceful hand. One 
of the most difficult styles of let- 
tering is the script. Very few 
signs of this style are now in exist- 
ence. The general demand is for a 
much heavier and_ bolder letter. 
One important reason is that there 
are very few of the present gen- 
eration that can do justice to this 
style of work. It requires an im- 
mense amount of pre uctice, more so 
than any other kind of lettering. 

The first valuable handbook of 
alphabets issued in this city for the 
use of sign painters and engravers 
was published by Joseph Perkins 
in 1830. The specimens of script 
letters, old English and German 
text have never been excelled. 
The next interesting issue of the 
kind was a text book of various 
_ abets, engraved and published 
by McLees in 1857. This book 
was preencns designed for the use 
of sign painters, and was acknowl- 
edged generally as being one of the 
best ever issued. The Roman, 
square and round block letters 
were designed and faithfully cop 
ied from James Ackerman’s style 
of sign painting. Mr. McLees was 
formerly an apprentice to the sign 
painting business and worked 
some time at it, and later on be- 
came one of the finest letter en 
gravers of the day. He was there 
fore practically familiar with the 
wants of the trade, and his work 
has been highly appreciated. 

The question has been asked of 
sign painters hundreds of times, 
“Which letter of the alphabet do 
you considerthe hardest to make?” 
It is generally conceded by experts 
that the Roman capital letter “R” 
is the most difficult. Others will 
say that an “S” is very hard, and 
many strongly contend that the 
character “&” is the most difficult. 

Emblematic signs, consisting of 
tools and utensils of trade, are of, 
a primi tive origin and became a 
necessity in the early ages to in 
form the illiterate public of the 
particular business or occupation 
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carried on within. Thus a gilt 
arm wielding a hammer informs us 
where the goldbeater lives, and the 
sign of the Golden Fleece was the 
emblematic sign of the draper and 
tailor. One of the signs originally 
used exclusively by apothecaries 


was the well-known mortar 
and pestle, these being imple- 
ments for compounding drugs. 


The ancient custom has not been 
entirely abandoned, and numerous 
emblems, such as the watch, the 
boot and others are still in vogue. 

At a later period, as art began 
to advance and develop, there came 
a gradual and growing demand 
for pictorial signs, which ever s'nce 
have become very popular and al- 
most indispensable. Many a prom 
ising young artist has begun his 
career on pictorial signboards, and 
gradually worked his way up to 
fame. Several years ago it was 
a custom of some of the butchers 
of Washington, Fulton and other 
markets to display a large painting 
over their stands, representing a 
well-fed bullock, together with a 


farm scene, in the background. 
These signs cost considerable 
money, but it was the fashion 
among the more enterprising to 
have one. The butchers as a 
rule, were quite liberal, and the 
question of outlay was of small 
consequence. There are to-day 
few of these old works of art in 


existence, owing to the lapse of 
time and the various changes that 
have occurred. 

The manufacturing of framed 
glass signs began in 1853. At 
first they were made in small 
quantities, and the lettering was 
all done by hand, and afterwards 
by the stenciling process, which is 
a much quicker and cheaper meth- 
od. The demand for them grew 
gradually, and the business now 
has become a very large and im- 
portant one. Their attractiveness 
and moderate price have made 
them indispensable to advertisers 
and the public generally. Millions 
of these signs are made annually 
and- distributed to nearly all 
parts of the civilized world. White 
enameled letters for store windows 
are an invention of some thirty- 
five years ago, and owing to the 
great difference in price, have 
largely superseded gold lettering 


are of no pecuniary 
benefit to the sign painter, and 
their general use has been the 
means of depriving him of many 
profitable jobs. Many have dis 
carded them entirely, particularly 
on account of the frequent liabil 
ity of falling off. Their cheapne 

is about all that recommends thet 

popular patronage. 

The first wood carved letters for 
signs were made in 1834 by L. S 
Wicker, sign and ornamental 
painter, 84 Broad street. They 
were carved by hand and we: 
rather expensive. There was very 
little demand for them, and the en 
terprise was abandoned. In 1842 
F. A. Munden of 2 Tryon Row 
commenced to make them as 
specialty with satisfactory result 
Mr. Munden carried on the busi 
ness for a number of years, 
was succeeded by the firm of A 
& G. Brandon, who greatly en 
larged it by the addition of general 
sign painting, In 1848 W. Allen 
of Windham, Conn., invented th 
first machine for carving the yari 
ous styles and sizes of letters 
Hand labor was therefore entirely 
superseded. The prices were 
slightly reduced, and they gradu 
ally became immensely popular. 
They were extensively used by the 
merchants in nearly all the princi 
pal cities. New York was the main 
headquarters for them. There 
were only three machines of Mr. 
Allen’s patent sold in the city, and 
they were oo by Ackerman 


on glass. They 


and 


& Miller, A. & G. Brandon and B. 
F. Cragin, who began to manu 
facture these articles in very 
large quantities, and they were 
sold at a strictly uniform price 
One great advantage the letters 


possessed was that they occupieda 
very small space when packed for 
shipping, and therefore could be 
sent to any point at a nominal ex- 
pense. They were carved in yari 
ous styles, such as the Roman, 
square and round block, Gothic, 
lower case, and with oval, beveled 
and fluted faces. They ranged in 
size from twoto twenty-four inches 
inheight. Afterafewyears of popu 
larity, their attraction gradually 
began to decrease and there “re 
very few signs of the kind in ex- 
istence at the present day. 

In former times the beginner 
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had to possess a natural taste for 
the business, and if fully qualified 
was accepted, and had to serve for 
seven years. He was thoroughly 
instructed in all the branches, asd 
pains taken for his advancement. 
rhe young men of to-day want to 
be paid for learning the business. 
instead of paying to learn it. The 
long-established custom in London 
is for the apprentice to pay down a 
bonus of $250 to $300, and to rc 
ceive about $1 weekly for the first 
year, with a gradual increase up to 
the expiration of his term. 
Lettering for the trade or what 
known as piece work was very 
profitable for the journeyman sign 
painter for many years prior to the 
war of 1861. In 1862 the trade 
prices were advanced and sustain- 
ed until about 1867, and then there 


was a gradual return to the old 
rates. Piece work is now almost 
entirely abandoned, and the jour- 


neymen are compelled to seek em- 
ployment at a weekly salary in- 
ste: ad, for the sake of having steady 
employment. Formerly a_ sign 
painter could earn from $25 to $40 
a week during the busy season 
and be his own master. The cause 
of the change is due to the increas- 
ing growth of the advertising sign 
shops, who employ by the week 
“a and at salaries which are not 
commensurate to the service. 

An expert letterer used to con- 
sider it a poor day's work if he 
could not make $5 or $6, but now 
he is not so well paid as the aver- 


age mechanic. In the large shops 
the work is almost exclusively 
done by boys and young men. 


They are filling the places of thor- 
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oughly comnetent and experienced 
workmen. Excessive competition, 
cheap workmanship and _ low 
wages combined have caused a 
wonderful transformation in the 
sign-painting business, as it is con- 
ducted at the present time.—New 
York Times. 





MOXIE FAC 
_A Boston correspondent writes: 
of the best examples «cf the way in 
which an immense business may be 
built up by advertising is the Moxie 
Nerve Food Company. his company 
owns three five-story buildings on Haver- 
hill street, Boston, which has recently 
yeen rebuilt with a handsome white and 
gold front. These three buildings cover 
over 40,000 square feet of floor space. 
In the early days ‘of Moxie a single 
building — all the requirements of the 
trade To-day the plant on Haverhill 
street is one of the most finely equipped 
in the country. Drinkers of Moxie would 
indeed be surprised at the magnitude 
of the laboratory from which this drink 
comes. Of paper for wrapping, more 
than forty-five tons are used annually; 
17,000 gallons are used daily and 2, 
gallons of syrup are used in the same 
time. Every week 55,000 tons of sugar 
are consumed. Among the many de 
tails of this large building are a com 
plete ice-making plant, an advertising 
sign department, with a stock worth 
several thousands of dollars and a sign 
painting department, where the huge 
wooden signs, so well known all over 
the country are made. Fifteen men are 
kept constantly employed on this alone. 
One three-horse delivery wagon takes 
away ten tons of Moxie at each loading, 
and sixty-four wagons are employed in 
this work. Besides the factory in 
ton, the Moxie people have a distribut 
ing point at Philadelphia and a factory 
in New York 
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SOLICITOR’S WORK. 
thing to 


THE 
\bout 
that the 


dream is 
written 


the easiest 
advertisement you've 
will fill the store with eager buyers 
and there’s many and many an advertis 
ing solicitor who = help you dream it, 
Wi Saying 


ite’s 








have it, 








“IF YOU AIN’T GOT NO MONEY, COME AROUND ANYHOW.” 


Don't let the fact that you haven’t the ready CASH deter you from buying Furni- 
ture, Carpets and Housefurnishings necessary tofurnish your house as you waquid 
Your credit is good her, and you will not be compelled to pay for the 
convenience, as at many stores in New York. Our prices are unmistakably the 
lowest, and you enjoy the advantage of paying from time to time, while the 
goods are delivered immediately after you select them. 
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OUSE FURNISHER OF 53 EIGHTH 
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541 AVE., 
NEWSPAPER ADS, 








IN CHICAGO. 


CHICAGO, 

Editor of PRINTERS 

A stranger in Se 
showering — blessin 
clothing store, for 


June 9, 1900. 
INK: 

suburbs feels 

on “The Hub” 
“nearly every street 
ner has a Ilub sign post with the 
name of the street “in plain figures,’’ so 
the necessity of appealing to policemen 
for direction 1s ited. A Wabash 
avenue piano has quotations from 
Longfellow and Byron neatly printed on 
its window blinds. TI are to be 
only when the store closed, and 
passerby told in choicest rhyme of 
how sweet music is to the ear—provided, 
of course, it is furnished by pianos from 
within. The Washington Shirt Co. has 
a big display window on Dearvorn street 
completely covered with canvas on 
which is painted a blazing sun and the 
words, “Our Only Competitor.” Being 
asked for an explanation, the manager 
said that the sun had been trying to ruin 
their business by ruining the goods in 
the window, and they wouldn't be 
“faded by anybody or anything, they 
I led him off by the aforesaid canvas. 

R. W. SPANGLER. 
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IN IN. INDIAN. APOLIS 
InpraNnAPOLts, Ind., June 6, 
Editor of Printers’ Ink: 

_ Pe Bros., cigar jobbers 
“* ave been giving the * ‘Full Weight’ P 
i novel publicity for some time \ 
quartet of colored singers, in uniform, 
following a banner carrier, who fol- 
lows a salesman, go about the city t 
ores, ete. After the 

his talk to the dealer, t 
juartet sings several in the deal- 
er’s store, always ng a au- 
dience of passing pedestrians sing- 
, in their blue gr blue 
aps and high top of 
“being - oe 


seen 
Yours t 


1900. 
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sales 






In 





ing cigar 


man gets 





songs 
securi large 
The 
ay uniforms, 
boots are sure 
*y parade the streets. 
Geo. B. Forrest. 
—anieceneneeistiripeemanennene 
"MBERS OF 
INK.” 
_Inpran APOLIS, Ind., June 6, 1900. 
Printers’ INK: 
one ever nquir 
PRINTERS’ Inx, 
them, I have for 
2 » 5, O 7, 
7 and 
than 
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or of 
f any 
of 


r back num 
you can’t 
copies in 
i. BA; 
the line. 
of other vol- 
sell for any old price, 
them go at prices within 
Yours truly, 
Geo. B. 
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some 
won't 
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THE 
The 
merchant’s 


ROSTRUM. 
is the 
his pulpit. 
From that 5 
at large. l’rom that 
constituency, to his 
is the channel 
the merchant speaks 
desires to address. 
the test of his character. 
As he speaks, and as 
vortunity to judge 
printed utterances 
form their estimate 
character is the 
and therefore it 
C. Ogden 
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PART YOU 
Advertising space 
part of your business 
the window in which 
goods, or the othce 
transact your business. Get rid of tl 
common, but wofully mistaken, ide 
that advertising is something outside 
a business—a mere external “aid,” 
not an integral portion of it. Get 
of the fact that advertising a vit 
part of business, and advertising spa 
an extension of the premises and a va 
uable part of ygur_ stock-in-trade. 
multinlies your opportunities of doir 
business a thousandfold, and the ch 
acter and style of your 
those silent but ever-observant 
vants—is as much a matter for y 
consideration, if not more so, as tl 
character and appearance of the 
ager or clerks or men in your employ. 


R BUSINESS. 
truly 
and 
you 


as much 
property < 
display 
in’ which 


is 





1s 




















India-Rubber Trades Journal. 
+o 

IN MAIL ORDER MONTHLII 

The Paragon Monthly contains, in 
May number, about 10,470 lines agate 
the Vickery & Hil 1 list hows 9,150 line 

p I ns las 10,489 line 
Boyce’s M l 8,735 lines; the G 
tlewoman, 7,960 lines; the Home Mon 
l 7,681 lines; Metropolitan & Ru 
Home, 7,518 lines; Lane's List, 6,4 
lines; Comfort, 6,148 lines; the S 
Trio, 6,460; Mo Sto 
Iilustrated ( mpanion 
Hearthstone, 5,264 lines: the Chi 
Housel Guest, 5,245 lines and H 
at Home, 4,769 lines.—National Ad 
tiser 

«o> 
THE SENSATIONAL STYI 

The_sensationz . sty of advert 

is good in its plac ut it is hopele 





bad when used to oli lress a conservat 
refined class of people. 


hok 





is 


your 


1¢ 


ot 


1 


advertisement 


ser 


mar 











Squeezo a grape in your 
fingers—the juice comes 
out a light ambercolo- 
practically it is sweeten- 
4 ed water 

Compare with Welch’s Grape Juice. 
You wonder where the rich, red color, and 
the “body” of Welch’s Grape Juice comes 
from. ‘*Welch’s’’ hassucha natural grape 
flavor, too. 

The difference lies in the pressure to 
which the grape is subjected. For over an 
hour a pressure of 80 tons is sustained to 
extract from the Concord Grape the ri 
heavy nutriment which lies next to the sk 

Embodying all the food properties of 
the Grape, Welch’s Grape Juice is food and 
drink,—a healthful, invigorating drink for 
the well, a tonic food for the convalescent, 
& sustaining diet for the sick. 


3-oz. Bottle by, Beil for 10 cents, 
If your dealer will Iy you 









ted SU 
GRAPE JUICE 0O., WESTFIELD, N.Y 









INTERESTING, 








PRINTERS’ 


“BILLBOARD” IDE: 
the Billboard, in 
“Any argument that can 
used in favor of newspaper space 
be far more effectively utilized 
billboards.” 

“Such, for instance, as 
effectiveness in winter days, 
one leaves his cozy fireside 
paper to stand out in the 
read the matter on the billboards,” 
chirps Printers’ INK, that advocate of 
newspaper advertising, in reply. 

Now, really, that a very 
inswer and a point well taken, and the 
Billboard sincerely hopes that PRIN1 
ers’ INK has indulged in a nice, private 
little chuckle over its own wit and wis- 
dom. Surely, cozy fires and newspapers 
hand in hand. But Printers’ Ink 
must remember that in nine cases out 
of ten that same newspaper starts that 
same cozy fire, and while the newspaper 
id is dying its futile death up the flue, 
the same old billboard in the same 
ld place with its bright, cheerful mes 
ige that he who runs may read, and 
that he who reads may run—and buy. 
The Billboard. 


CLASS PAPERS. 


ADVERTISING. 


)»RINTERS? INK , published weekly by Geo. P. 
Rowell & C ty was the first of the now nu- 

merous class of journals devoted to advertising. 
It likes to call itself The Little Schoolmaster in 
the Art of Advertising. Since its establishment 
in 1888 it has had nearly two hundred imitators. 

PRINTERS’ INK aims to teach good advertising 
by publishing good advertising methods, giving 
examples of good and bad advertising and tell 
ing why. It also considers the value of news 
papers as advertising mediums. Its columnsare 
wide open for the discussion of any topic interest 
ing to advertisers. Every advertising man who 
is known at all has contributed to its columns 
PRINTERS’ INK’S way of teaching is by exciting 
thought and discussion, expressing occasionally 
an opinion in favor of one plan and opposing an 
other, but making no effort to be consistent, ad 
vocating to-day to-day’s opinions and abandon 
ing yesterday's theories to the dead past. Aver 
age circulation during 1898, 23,171. Subse saption 
price $5 a year. Advertising rates, classified 4 
cents a line each time, display 50 cents a line. 
Address P’ RINTERS’ INK, 10 Spruce St., N. Y. 


AS. 
Said its issue of 
May 12, be 
< can 
for the 


their great 
when every 
and news 
snowstorms 


is clever 


is 














RELIGIOUS, 


BAPTIST. 


Te GEORGIA BAPTIST, Augusta, Ga., is read 
by more than 5,000 progressive negro preach 
ers and teachers in Georgia, South Carolina, Ala 


bama and Florida, Cire’n for 1899, 6,275 weekly. 


ARRANGED BY STATES. 


Advertisements under this head 
each time. By tne year #26 alin 
other than 2-!ine initial letter. 
in one week in adva) ance. 








50 cents a line 
ne. No display 
Must be handed 


CONNECTICUT. 


DVERTISERS desiring to cover New London 
“\ and radius of 14 miles, need only use THE 
DAY. Guaranteed 4,700 daily circula’n or no pay. 


GEORGIA. 


qQov THERN FARMER, Athens, Ga 
‘ Southern agricultural publication. Thrifty 

ple read it; 22,000 monthly. Covers South 
and Southwest. Advertising rates very low. 








Leading 


| 





INK 
ILLINOIS 


I: . Vv ERY advertiser should read ‘the story of the 
4 wonderful growth of ConKEY’s HomE JourR- 
NAL. Mailed on request. No other publication 
ever developed so rapidly. 150,000 circulation 
among the best homes in the smaller towns. Rate 
60 cents per agate “3 Few publications please 
advertisers so well. W. B. ¢ CONKEY CO.,, Chicago, 


MAINE. 


*E never have any trouble 
in Kowell’s exactly as we 












getting a rating 
send it—doesn't 


\ 





costusacent. Oure lation is worth exploit 
ing too. And we treat advertisers alike-—-one 
flat rate to all. Are you with us? COURIER- 
GAZETTE, Roc ikland, Me. 





CANADA. 
YAN ADIAN ADVERTIS SING is best done by THE 
E. DESBARATS ADVERTISING AGENCY, 








Montreal. 





Displayed Advertisements. 





50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 
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For Sale. 


In one of the busiest New 
} England cities, with a popu- 
} tation in the city 
of 


{ best advertising cities, 


and nearby 
the 


50,000, and one of 


~~ 


~~~ 


4 A Complete News- 
paper Plant with 


Two Linotype 
Machines 


Will sell for 


2,000 


or take 
cash and balance on 


$5,000, 


os 2 


mortgage, 


This offer will hold good 


for only twenty days. 
Address 
sé 
” 
F.C. B., 
care of Printers’ Ink. 
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lf |\BETTER 
Y ou're THAN EVER. 


b in the | Judicious, conscientious editing has mad 
Dark | S Oris 
—peond | PaAtield 


your ad. || 
vertise- || 
e | 
ments, circulars, booklets and cata- now in its 14th year) much the most popular 
logues, write to me for information nagazine of its class in the country. In the 
*\ ist The light of far West, the Northwest, the Pacific Coast 
—t can assist you. e@ lig and the Dominion of Canada it hasa vast field 
years of experience has made the practically all its own. No other outdoor 
heap - | t | magazine has so sure a hold on the intere 
entire subject perfectly clear to me. || the whole family. If you think we are brag 
The advantage of dealing with me ging, send us your address for a free sample 
; 2 ~ “ter copy. Judges of good reading take to it at 
Is that l attend to the whole uSI- once. Without exception, every advertiser 
. : . : in SPORTS AFIELD is reliable, honorable, high 
ness. y write, illustrate, print, bind grade. No fakes or “*Cheap John” scheme 8 
and deliver a job complete. | relieve are ever admitted intothe great Sports A field 


| Family. Refer to any business house in Chi 
you of all trouble. One order, one | cago, Omaha, Denver, Los Angeles, Seattk 


check, does the business. Write me || 


and let me know what you want. Advertising Rates : 
7 One inch, $4; two inches and over, 


WM. JOHNSTON, | —_ —_ Page is standard mag 


Manager Printers’ Ink Press, 


10 SPRUCE ST., NEW YORK SPORTS AFIELD, 
Suite 1400 Pontiac Bldg., Chicago, Ill. 


© i. = 

rhe month when the camps, sum 
: T / mer cottages and hotels are over 
, crowded. Soon they will be homeward 


bound. Have you made arrangements to have them read your ad 
before their arrival home? If not, place it in the 


National Sportsman 


It goes direct to camps, summer cottages and hotels. Write for rate 

















NEW ENGLAND SPORTSMAN PUBLISHING CO., 
15 EXCHANGE STREET, Boston, MA 


PIO 
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$ $200,000 High School. 


Joliet has twenty-three handsome public school houses 
and is building the best high school building in Illinois, 


costing $200,000. Then there are eight fine parochial 


newspaper readers. Is it any wonder the JoLIeT DAIL\ 
News has over 6,000 circulation? A good city and 


good paper to advertise in. 


ress Ss So So SS So Se 


’ 
* 
é 
é 
* 
a and two convent schools. Citizens of such a city are 
é. 
’ 
‘ 
é. 
a 
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= _ : 
| LATEST INFORMATION : 
= . 
-» 3 
= c 
; 3 
= Concerning Newspaper Circulations. E 
= 3 
: Invaluable for advertisers. AMERICAN NEWSPAPER © 
= DrreEcTORY. Published June 1, 1900. 32d year; 2d quar- 3 
: terly issue; 1,434 pages. Price five dollars. Delivered =& 
* carriage paid, on receipt of price. GEO. P. ROWELL & 
« . a " ‘ y r x 
sz &CO., publishers, No. 10 Spruce Street, New York. = 
= = 
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Of Goes into over Thirteen Thousand Families 
in Jersey City, and is a guest in over 


The Evening Journal § 
i 


Jersey eighty per cent of the English speaking 


households in the city. 
City, Average Daily Circulation in 1899, 14,486 : 





N. J. Average ge Re 5 apllgath nagug months 15, 140 
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FARM NEWS, "esc! 


Average Circulation, 108,000 


Per issue for 16 months ending May, 1900. 











Crys 


Any advertiser or agency wishing the original of the following affidavit of de- 
tailed circulation will be gladly furnished same upon application to any of our 
offices or leading advertising agencies. More than this, FARM NEws sti ands ready 
to furnish proof of its circulation every issue. 


1, J. 'N. Garver, publisher of Farm NEws, a monthly agricultural paper printed at ; 
Springfield, Ohio, being duly sworn, do hereby certify, on oath, that there were printed 
and mailed each month for the period from January, 1899, to April, 1900, inclusive, an 
iverage of 108,000 copies each issue, as follows 

~ 


April, ° . 140,000 January, 1900 ° 100,000 
May, 100,000 February, . 100,000 
June, . . 100,000 March, . ° . ° 145,500 
July, ° . 140,000 April, : 3 ‘ > . 98,500 
August. . 100,000 
September, . 100,000 Total for 16 months, 1,728,000 

N. GARVER 
Sworn to and subscribed before me, a Notary Public in and for Mark ¢ Ka A Ohio, 

this second day of May, 1900, FRANK W. GEIGE 


Allcontracts are based on 100.000 copies as a minimum per issue, altho ih 
rates have not been increased and were established for 80,0 

FARM NEWS is a Paper with Push that Pulls 

Your Agricultural and Mail Order Lists for 1900 will not be 
complete without FARM NEWS, 

Samples, rates and additional information gladly furnished. 


THE AMERICAN FARMER CO., Publishers, Springfield, (hie. 
NEW YORK CITY OFFICE: 150 Nassau Street. 
CHICAGO OFFICE: 1118-1114 Manhattan Bullding. 


: January, 1899, 104,000 October, . ° ° ° . 100,000 
February, . 100,000 November, R P F 100,000 
March, . 100,000 December, . . 100,000 
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RURAL LIF 


Issued monthly, a magazine for the farmer and his family (successor to THE WEST- 
ERN PLOWMAN), the only magazine of its kind published, will make its appear- 
ance June r. 1900. Every department will be edited by a specialist, and there will 
be something of interest for everybody to read. RURAL LIFE will carry out all 
advertising contracts for THE WESTERN PLOWMAN, and has absorbed the thirty- 
six thousand subscription list which belonged to that popular farm journal. You can- 
not cover the Western field thoroughly without using the columns of RURAL LIFE, 
SEND FOR 225 DEARBORN ST., CHICAGO. 


ADVERTISING RATES. 25 Quincy ST., 











| 








Free Shopping HOW ONE PUBLISHER 


RUNS THEM. 


7 
Excursion . cane. 
ive dollars inciosec In an enve ope ad 


dressed to THE PREss, Springfield, Ohio, will bring by return mail a 
full deta‘led description of an original plan which has netted the pub 
lishers of THE PREss nearly two thousand dollars. Bolster up your 
advertising department during the dull summer months by running a 
shopping excursion. You will not only pack the train three in a seat 
and gather in shekels galore, but will place the advertisers of your city 
under lasting obligations to you. 

















COPIES 
OF THE 


SPRINGFIELD, 
OHIO, 


printed during the month of 

March, 1900, would extend from 

New York to Washington, D. C., 

in an unbroken sheet 23 inches wide. 

There were printed 193,024, or an 
actual daily average of 


ose 6,225 oueee 
This statement is guaranteed by the Citizens’ 
National Bank in the sum of $3,000. 


Eastern Kepresentative, The Springfield Pub. Co., 
H. D. LA COSTE, 38 Park Row, New York. SPRINGFIELD, OHIv. 
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VANCOUVER, 


BRITISH COLUMBIA. 


THE MOST PROGRESSIVE AND PROSPER- 
OUS CITY IN THE CANADIAN OR AMERICAN 
NORTHWEST. 
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THE CITY OF VANCOUVER IN 1885 WAS NOT IN 
EXISTENCE. TO-DAY IT CONTAINS A POPULATION 
OF CLOSE UPON 40,000. IT IS THE HALF-WAY 
HOUSE BETWEEN THE ORIENT AND THE OCCI- 
DENT; THE HOME PORT FOR THE EMPRESS LINE 
OF JAPAN-CHINA AND VANCOUVER-AUSTRALIA 
LINE OF STEAMERS (THE MOST SUPERB VES- 
SELS UPON THE PACIFIC OCEAN), AND THE PA- 
CIFIC TERMINUS OF THE CANADIAN’ PACIFIC 
RAILWAY. 
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Hot Air and Gall! 


This is the term used by the ink house that issued 
“Ink Thinks,” when referring to my methods of doing 
business. In one of my recent advertisements I quoted 
Josh Billings’ remarks about people being cross-eyed in 
the tongue and it seems to strike me that this ink 
concern has a bad attack of it. ‘They berate the quality 
of my goods, also my methods; although down in their 
hearts they know that every word I say is truth. They 
claim to start printers on the road that leads from 
poverty by helping them along every way they can. 
Yes, they will accommodate a printer with a loan and 
not charge the interest, but the poor chap pays dearly 
for this privilege every time he buys their ink. They 
claim their bad accounts don’t worry them. I sincerely 
believe it, for if I had the gall or nerveto charge $10 fora 
$2 ink or $5 fora $1 ink, I wouldn’t worry even if | 
lost three out of every five accounts, as the two that I 
collected would more than recompense me. ‘This 
philanthropic house made so much money during the 
year 1898 that they felt ashamed of themselves and 
concluded to share their earnings with their competitors. 
A meeting of the ink men was called and the glories 
of an ink trust was fully explained by my esteemed 
friend who wrote “Ink Thinks.” He was heart and 
soul in the movement, as he expected to be president of 
the combination and could then lay on the lash to any 
of us obnoxious ink fellows who might try to kick ove 
the traces. This venture having failed him his house i 
trying to square themselves with the printers by giving 
them ghost stories and roasting the man that revolu 
tionized the ink trade and released the printers from th« 
bondage of high prices. Send for my price list. 

Address 


PRINTERS INK JONSON, 
13 Spruce Street, - - New York. 
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' READY-MADE ADVERTISEMENTS. | 
: . $ 
, > 
, > 
° Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 3 
¢ cards or circulars,and any other suggestions for bettering this department. 3 
t ooeee oocces 

Don't neglect your advertising! to make a ‘reputation for low 
because the weather is hot and! prices, and to turn stocks over. If 
people are leaving town. Re-| you have never tried it, try it now 
member that the trade of the py 
stay-at-homes is well worth hay | — - 

g, and that while it may be| Constant Crowds. 
necessary fe 1sual in } » on 
necessary to offer unt 1 Me an Something 
ducements in order to get and : 


keep their interest during the hot 


weather, it is much better to do 
so than to give an enterprising | 
competitor the chance to wean | 
some of your good customers | 


away from you. 
Take the seasonable things on 
which you are overloaded and the 
things that soon will be unseason- | 
able, and print interesting stories 
about them. Quote prices that 
will force attention by their low 
ness, even if you have to lose a 
little now and then. It’s a very 
warm day indeed when people 
won't respond to a genuine bargain 
offer if they have any confidence 
at all in the merchant who makes 


it 


Make your store as cool and 


pleasant as you can, then advertise 
that it is cool and pleasant and 





tell why. If your store 1s cooled 
by electric fans, say so. If you 
have special accommodations for 


weary and perspiring shoppers, tell | 
what they are. 

Don’t make up your mind that 
itis goingtobeawfully dull between 


seasons, just because it was so last 


year. Don't sit down and wait for 
your next busy season to open. 
Try a different plan this year 


Advertise persistently andaggress 
right through the hot 
weather, making frequent changes 
of copy, and not forgetting to | 
quote prices that will tempt people | 
to part with their money. 
That’s a good way to keep them 
thinking of you and your store, | 


ivel 


HW 


| 
| 
| 
| 





’Tis no feat at all to gather 
a crowd now and then, but 
when a counter is lined with 
customers day after day it 
speaks volumes for the ex- 
cellence of the values given 
there. Here are three final 
May sale specials in ribbons 


Good Argument. 
| Baby Carriages, 


| Babies, like 


flowers, need 


plants and 
the beneficial 
effects of sunshine and pure 
air. There’s no better way 
to furnish it to them than 
frequent outings in pleasant 
weather. If you haven't a 
good gocart or baby carriage, 
get one as soon as possible. 
Take advantage of to-mor 
row’s low-priced offerings: 
here 


Prices Would Have 


~ oe 
Lawn Swings. 

For comfort, ease and summer 
pleasure, rest and soothe yourself 
in one of our Lawn Swings. An 
exhausted woman, a fretful child 
or a tired business man can get 
more comfort out of one of these 
swings in an hour than the entire 
cost of the swing. We offer them 
in two sizes—two single and two 
double seats 


“Only a Lock of 
° 99 
Her Hair. 

But that was enough to attract 
much attention at the fashionable 
ballroom. There were many la- 
dies there, but none so charming. 
None so attractive Her hair 
was her beauty. Other dresses as 
rich, other faces as pretty, other 
dancers as perfect, but no other 
hair so becomingly dressed ; and 
this lady was the center of attrac- 
tion, It is always so Before 
you go to the ballroom, opera or 
party better see 

MARY O'CONNELL, 
223 Woolner Bldg. 





Helped 
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Lawn Mowers 


Lawn Mowers 
From $3.50 Up. 
All made of 








first-cl: canvas 

to each purchas 

er of lawn mowers—for one 
eek only 

Lawn mowers sharpened 


inother That Seems t 


But Prices 


Saturday's the 

Day, Gentlemen. 
The day to stock up for the 

week that’s ahead of you 


i 







5 re more 





than interestin 
hundred 

neckwear 

| collars, n 





A Word About 
“Mason” Fruit 
Jars. 


Because of thé exceedingly low 
ty ire selling thie 
son Fruit Jar 

n expressed as 


lition of the 








ictly un 





lling 





Are You a 
Golfer ? 


If 





over the stock of Golf Sup 
plies that we're showing. It 
iclude eve 














things procurabl We 





vite all the nd gen 
tlemen golfers in this sectior 
to come here and see 

well this store provides the 
necessary supplic for this 


popular game 








were not a thorough 


od linen store—big 
for housekeepers to 
n-—we would not be 





sell at prices like 
this 
27-inch 
satin dam 
a dozen 


less than 





because we buy and 
in enormous quantities, 










ypportunities unknown to 
sn r stores often come our 
way We quote the above 
splendid | ain, not for 






ne, but beca 


al of the reach 
yers who know 





Harness 


A Well-Dressed 


Horse. 





in inves 
never to be regretted 
harness, $5 t $e i 
ible ha sses and. har 
1ESS¢ f descriptions 





A Bicycle Free ! 
Drink the best 
in the city crus 


rs—delicious 
I 





fre 
t 1st 

One Will S ( 1 Be r 
P Particular nd Pri 


», ) — 
Bamboo Porch 
Screens, 

How necessary to the proper 
njoyment of the veranda, excl 
ng the hot rays of the sun, yet 
freely admitting the air. O 
creens are made from the outsi¢ 





of the bamboo, standing 
any oth 
quar 
nd will t 
r 
pporte ul 





assortment is complete. 

feet by 6, soc each; 4 feet by 

8 sc each; 6 feet by 8, $1 each; 

S feet by 8, $1.25 each; 10 feet by 
each; 12 feet by 12, $2 











PRINTERS’ INK. 





Very Good. 





For five years we've been 
making and selling White 
Pine Cough Syrup—with tar 

Nearly every day so nev 
customer has called for “that 
cough syrup of yours that 
Mr. or Mrs. So-and-So recom 
mended to me.”’ 

Now this increasing de 
mand has made us hustle to 
keep up, particularly the last 
month. We sold double the 
number of bottles in Febru 
ary that we did in tne corre 
sponding month last year, and 
all because 

It hits the spot, 

It stops the cough 

It cures the cold. 

Twenty-five cents a bottle 
ind to be had only at 








There Any Good Reason Wh 
Photographer Should Not Pri 


The Permanent 
Kind. 


Is what you want wher 
buying photographs 

Of course you want an 
artistic pose, want a nice fin 


too 


h, 

But what do the pose and 
finish count for if the pict 
ure fades quickly? 

You get pose, finish ar 
permanency in our photo 
graphs, that’s why e\ ybody 
who knows says "Ss are 





ve ly 


the best 


Straw Hats. 


You Want One 
“ About Now.” 


It’s refreshing to see the 





new straw hats its retres! 
ng to wear them. hey’ re 
such an agreeable change 


from the felt headwear—and 
tl universally be 
coming. If you wish to see 
the new straw hats at their 
best, you must come here 
There are none here that 


ley re so 


you'll frown upon Prices 
will not make you’ wince. 
Judge by them. 


A Hammock Ad 


Hammocks. 

\ most necessary adjunct 
to outdoor life during the 
Summer season, whether sus 


vended on the veranda or- 





ider the trees Ve she i 
omplete line from the plain 
t Palmer with spreader a 


x to the “Utopia” adjust 
ible at $4.00, with a grea 
nge of all the intermediate 
prices. 
(Note our window show.) 





Eye-glasses. 


Cheap Eye-glasses and 
Spectacles—slighted work 
are frightfully expensive in 
the end “Not how cheap, 
but how good,” should be the 
motto of all who need optical 


vor 


Another for Real Estate. 


Ask Doty 

About a new two-tenement 
house with barn near Ed 
wards _ street Home has 
thirteen rooms; barn has five 
stalls and large shed 
$4,500. 





Wash Goods. 


Textiles Light 
And Airy. 


rhe wash goods counter 








the summer standard by 
vhich a woman takes the 
measure of a dry goods store 
Ve muuldn’t dare to fall 
of man's expe 
s do better, we 
them € wash g yds 
they t to find, in 
ities thar the V c 
looking f it prices lowe 
than they really expected to 
pay he result is obvio 
Here are some new 
features that give emphasi 
to our wash goods supremacy 





not here, would 
buying a can of 


omatoes for 8 





this is the low 
price we have put on then 
for the balance of the week 
Most people associate 8 
cent tomatoes with something 
unfit for gastronomic con 
sumption 

Such people have been 
ten by the ex rated mis 
representations 

This 8-cent tomato story is 
a truthful one, it’s founded 
on fact and backed by our 
own guarantec 

These tomatoes are raise 
and packed in one of the big 
gest and one of the cleanest 
packing houses in all Mary 


bit 





] 








They ire packe 1 it hat 
period of their existe « 
known maturity 


Phat is to say in the full 
ness of their strength, at 
time when the meat is re 
ripe, yet solid and perfect 

Ve've got faith in these 
tomatoes, and we want to say 
right now, if they don’t suit 
your money will be returned 
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PRINTERS’ INK, 


Summer Underwear. 


| . r 
| You Need a 
. 

> 
Change 
of weight in your underwear. 
The kind you have been 
wearing during Winter and 
Spring is too heavy for warm 
Summer weather. 

We have a special offer to 
make and a very seasonable 
one. 

Men’s fine Balbriggan shirts 
and drawers, made of Egypt- 
ian combed silky fibred cot 
ton, overlocked stitch patent 
seams. They come in Ecru, 
blue, salmon, pink and plain 
brown, and are in just the 
right weights. 





50c. 


For a Restaurant. 
A Nice Juicy 
Steak. 

When you want one of 
these waistcoat expanders and 


want it cooked as it should 
be cooked, come to this place 


all the fixin’s—all the side 
issues—and heaps of satisfac 
every one. 


tion go with 


Beer. 

Oh, yes! 
You wish you had order 
ed a case of beer for to-day, 


but you didn’t. 

It isn’t our fault; we had 
plenty of it ready to deliver 
at your order. 

Don't get caught napning 
ext Sundar 

For a Coal Dealer. 

Six dollars is all you need 


pay for the best coal that is 
mined, and we deliver fur 
nace, stove or chestnut size 
at this price. This is the 
only coal office in town sell 
ing clean, well-screened coal 
at $6 per ton. You can pay 
$6.50 elsewhere if you want 


Spoiled for Lack of a 
W orkingmen’s 
Clothing. 

The sincerity of our adver 


ising must be apparent when 
advertise 


we working gar 
ments at standard prices 
knowing that inferior gar 


like ours are 
all the way 
six bits. 


ments that look 
selling elsewhere 
from 30 cents to 
( garments always get 
preference when known—no 
man willfully buys cheaper 
after his first C—— suit. 





Headlines that Tell Something. 





Told 


Kitchen Cabinet | 
$2.50 


Made of hardwood for 
hard service. Three shelves 
inside, one big drawer below, 
ten ventilatinig door panels. 


Better than a closet in a 
kitchen. 
For Coffee. 

lo Have and 
lo Hold! 

We have a mighty good 
trade on Coffee. We _ have 
it and we hold it—once a 
coffee buyer here—always 
one. 

For 35 cents we have a 
Mocha and Java Coffee that 


is absolutely the best coffee 


sold in Connecticut. 

It isn’t the best to-day and 
the next best to-morrow—it’s 
the best all the time—and the 
people who buy it all the 
time know it. 

This 35-cent coffee is the 
best we sell—it’s the best 
any one sells—no matter what 
price you pay, 

‘or 25 cents—we might get 
30 or even 35 cents for the 


coffee we sell at 25 cents, but 
we don’t do it 

We wouldn't sell so much 
if we did, and fifty pounds at 
a small profit is better than 
two pounds at a big profit 


isy to figure that out, 
isn’t it? 

We have a roaster that 
roasts coffee to the finest 
point of perfection, three or 
four times a day, and a 
grinder to grind it as fine as 


you choose. 


in a Way that Carries Convicti 


Men’s Trousers $5 


Pure worsted and stylish, 
too. Smartly cut, with 
shapeliness that stays. All 
the difference in the world 


between pure worsted trou 
sers and the cotton-mixed 
masqueraders that look pret 
ty in the clothes shop but 
wrinkle and shrink at a rain 
splash. 





You know the character of 
the clothes we sell—you shall 
not be more particular about 
their goodness than we. If 
their looks please, depend on 


their quality—we’ve _ tested 
that; and only stylish mak 
ers cut our clothes Pure 
worsted stripes, very dressy 


styles, $5 a pair. 


They’re such as_ you’ve 
known at $6.50 to $8 a pair 
and sold to-day for as 


much in good clothing stores 











Good One for a Building and Loan As- | 


PRINTERS’ INK. 


sociation, 





The Fruits of 
Your Labor. 


A man who toils away the 
best years of his life ought 


to have something to show 
for it when he reaches mid- 
dle life. He can have if he 
will plan properly in the be 
ginning. 

Do not pay rent. Go into 


building and 
and get a 


a co-operative 

loan association 
home of your own with the 
money you would otherwise 
pay out to a landlord. Our 
plan is simple and perfectly 


safe. Let us explain it fully 
Call or write. 
Athlete Would Skip this 


Appeal? 


Athletes. 
and boys, 
our 
Jersey 
colors 


Men 
all to see 
Worsted 


College 


we want you 
new lot of 

Sweaters. 
and college 
ideas embodied. They are of 
good class and will be a use 
ful and handy article all the 


year round for gymnasium 
and bicycling. These we sell 
will keep their shape and 
they will wear. foys, +7; 


Men’s, $2 and $2.50 


No Nonsense in This One. 


m . 
Want a Mattress ? 
We know you can be suit 
ed here because we make 
them to your order and make 
them exactly as you want 
them. 
You can 
yu wish, 
rr cotton top, we will 
ike it for a that will 
be wholly satisfactory to you. 


kind 
husk 


choose 
hair, 


any 
cotton, 
and 


price 


Quite Comprehensive. 


Good Watches. 
$50 in price. Three 
hundred in number. The $1 
ones are in nickel cases, but 
they’re good time keepers, 
we sell many of them. 
The $50 ones represent the 
op-notchers, solid gold cases, 
ind warranted in all ways 
for a long period. Dozens 
ind = dozens of valuable 
vatches are intermediate be 
veen the extremes, as you 
will see by the following 
rice list 
Nothing but 
made watches 
Watches we can guarantee. 
They’re good enough for 
ind we doubt if there are 
better anywhere onthis globe 


$1 to 


American 
here 


sold 


us, 





Direct 


A Strong Appeal to Women, 


They're Signs of 
Culture. 


Where embroidered linens 
are the most plentiful and 
the most charming in design, 
there look for the highest de 
gree of refinement. Some 
women are too busy to find 
time for art needlework. 
Those who have the taste 
for it but not the time will 
be glad to share the bene- 
fits of these May sale spe- 
cials. 

For a Dry Battery. 
Four Times 
Stronger than any other dry 
battery, that’s the guarantee 
that goes with the “New 
Standard” Dry Batteries. 
Four times stronger, more 
durable and only 25 cents 
each. 

If you’ve ever had_ the 
care of “‘wet’’ batteries, with 
their glass jar, sal-ammoniac 


solution, zinc and_ carbon, 
you'll appreciate the ‘‘New 
Standard,” for it requires 


no care. Clamp on the wires 
and it instantly develops rull 
power, and when it becomes 
exhausted by use a new one 
no more than che sal- 
ammoniac and zine required 
by an exhausted “wet” bat 
terv 


costs 


Gives Details and Prices. 


Summer 
U nderwear 


There’s nothing gained by 
buying cheap-made garments. 
The good-fitting, long-wear 
ing, color and shape retain- 
ing kinds can be had here for 
less money, 


At twenty-five cents we of 
fer balbriggans+ in cream, 
gray, and tancy blue and 
white mixed. Shirts and 
drawers 

At fifty cents we display 
for your choice, balbriggans 
in cream, robbin’s-egg blue, 
and clouded blue and white. 
Regular sizes and _ stout. 





or wheelmen we have the 

uthled-seated drawers. 
Straight at the Summer Girl. 

Nothing more likely to 
make a good-looking girl look 
gawky than average. shirt 
waist laundering. We've made 
a study of giving style and 
set to the shirtwaist we laun 
der, giving it the extra 


touches that lift it above the 


ordinary. 
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PRINTERS’ INK. 








HE WHO RIDES 


MAY READ 








in our Street Car lines 
the cards of America’s 


most successful firme. 





a) V ane 
S11} ) V, V/ \W/ A C(t | r\TAN) 
Se L] sy NIN SUI YUU 


BY FOLLOWING 


Wile WUSIE. 











Place your advertising card 
in our cars and you'll secure 
custom from the _ people 


carried over our lines..... 





“KONSULT KISSAM, HE’S THE STREET KAR 
AD-KING.” 

















GEO. KISSAM & CO. | 
253 Broadway, N. Y. 
Written by G. W. Bull, San Francisco, Cal | 














